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Abstract 
Characters Welcome: The Brand that Reinvented USA Network 
Allison L. Toner 
 
 
 
 
 The television industry has clearly evolved from a time when the “Big 
Three” broadcast networks, NBC, ABC, and CBS dominated the tube. The “Big 
Three” were the only viewing options and each had their own unique style of 
programming. However, those golden days of television are in the past and 
today viewers have hundreds of channel options and different ways to watch, 
both broadcast and cable networks. Thus, the need for a network to differentiate 
itself from others has grown tremendously. One important way to achieve this is 
by creating a brand. For television networks, the primary purpose of a brand is 
define its identity and to help it stand out against competition. However, 
broadcast and cable networks take different approaches to branding. Cable 
brands are much more obvious.  
 USA Network is a key example of a cable channel that has used branding 
successfully. In 2005, USA Network launched its Characters Welcome brand. In 
USA’s case, the brand is used in every aspect of the network, especially in the 
original programming. There is a unique symbiotic relationship between the 
Characters Welcome brand and the programming. Meaning that the three 
elements of the brand, (1) “Blue Sky,” (2) A slightly flawed but likeable central 
character who is best at his or her career, and (3) levity or touch of humor are 
incorporated into the original programming. Since this new brand was 
established, USA changed from a fledgling network into one that has received 
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many industry accolades including becoming the number one cable network for 
six years running.  
 Accordingly, this case study focuses on the growth of USA Network, its 
brand and original programming. It also tests the specific relationship between 
the Characters Welcome brand and the programming through observation of 
selected episodes of the two oldest series Psych and Burn Notice plus the two 
freshman series Necessary Roughness and Suits. Throughout the observation, the 
three elements of the Characters Welcome were searched for in the episodes. The 
findings of this case study shed some light on the relationship between USA’s 
brand and programming. Plus, if the network’s newest shows are consistent with 
the brand. Furthermore, the case study will provide USA Network’s plan for 
future programming and how it can attempt to keep the brand fresh.  !
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CHAPTER 1: INTRODUCTION 
The television industry has dramatically evolved since its inception in the 
late 1940’s (Douglas, 2012, ¶1) at a time when the “Big Three” networks, NBC, 
CBS and ABC, dominated. However, much has changed since then. FOX entered 
the picture as another broadcast competitor along with hundreds of cable 
channels. But today viewers also have more opportunities to access video 
content—watching online, streaming through companies like Netflix, or 
recording shows on a DVR to watch at a later time. With the increase in viewing 
opportunities, linear television is diffused among many choices, meaning that, 
individuals do not just automatically turn to NBC, CBS or ABC anymore so the 
viewership of these networks is on the decline. This new reality is supported by 
the “Long Tail theory,” which was created by Chris Anderson, editor-in-chief of 
Wired Magazine.  
The theory of the Long Tail is that our culture and economy is 
increasingly shifting away from a focus on a relatively small number of 
"hits" (mainstream products and markets) at the head of the demand 
curve and toward a huge number of niches in the tail. As the costs of 
production and distribution fall, especially online, there is now less need 
to lump products and consumers into one-size-fits-all containers. 
(Anderson, 2005, ¶ 1) 
 
Moreover, the long tail theory “will make consumption more heterogeneous and 
shift media consumption away from “hits” to a much larger number of lower-
selling niche products” (Deuze, 2011, p. 23). Thus, the long tail theory is clearly 
illustrated within the television industry as many niche cable networks are 
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challenging broadcast networks for viewers and ratings. Additionally, it 
demonstrates that goods or shows that may be more narrowly focused are just as 
appealing as the mainstream. This is supported in Sung and Park’s journal 
article, The Dimensions of Cable Television Network Personality: Implications for Media 
Brand Management:  
Cable networks have gained a significant share of television viewership 
during the past decades through expanded programming choices. For 
instance, cable networks earned 56% of the primetime viewership as 
opposed to 41.8% share of the seven broadcast networks in February 2008. 
(NCTA, 2008)  
 
 A primary example of one successful cable network that has grown in 
popularity is USA Network. It currently is one of the premier cable channels on 
television. It continues to roll out hit original series and dominates the cable 
landscape as the number one cable network for six years running. USA “often 
out-rank[ing] actual broadcast nets such as the CW and MyNetworkTV in the 
Nielsen ratings” (Hampp, 2010, ¶ 4). It was even ranked as the top brand in 
Television-Variety TV Programming category by the Harris Interactive Inc.’s 
annual brands study (Harris Interactive, 2011, p. 19). However, throughout its 
history, USA Network has not always been this successful.   
USA Network has come a long way, slowly, from the days when its main 
contribution to the culture was ‘Night Flight,’ an omnibus of music 
videos, reruns and camp ephemera that kept insomniac kids company 
back in the 1990s. Now it is the network that ‘Monk’ made, with a small 
but strong-for-its-size roster of comic dramas that play nice turns on the 
! 3 
old big genres—cops and spies and lawyers and doctors. (Lloyd, 2011, ¶ 
1) 
 
The network was launched in 1980 and at first, its programming was primarily 
composed of sports. After a series of changes in ownership, the network changed 
its programming focus from sports to entertainment. It predominantly featured 
reruns of shows and had very few original series.  
In 2005, USA Network chose to reinvent itself by creating a new brand, 
which is one strategy a network can use to distinguish itself from the 
competition. “The notion of a viable brand is relatively new to USA…the 
network had glided along for years with little sense of identity” (Crupi, 2006,¶ 
3). For this reason, the network ran focus groups, in which, viewers 
acknowledged that what they found most appealing about the United States was 
the people not the place. This helped guide the network to the introduction in 
2005 of their character driven brand, Characters Welcome, and original 
programming that reflected the new brand. Basically, USA found its new identity 
by “letting the characters that populate the network’s original programming 
inform the brand itself” (Crupi, 2006, ¶ 4). Bonnie Hammer, the President of 
NBC Universal Cable and one of the creators of the brand, set a lofty goal for the 
new brand, she stated, “we’re setting our sights to make the ‘Characters 
Welcome’ brand the most powerful brand out there—the best brand in the entire 
media landscape” (Hampp, 2008, ¶ 11). 
USA Network is unique compared to other networks because it has 
completely immersed itself in the brand. Characters Welcome has become 
integrated throughout the entire network and is used as a framework for 
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everything involved with the network from original programming to marketing. 
There is a symbiotic relationship between the brand and the popular original 
programming. “USA greenlights1 only shows that go through what network 
executives call a brand filter. That means nothing gets the go-ahead unless it is 
aspirational, blue skies, upbeat, optimistic and character-driven” (Chozick, 2011, 
¶ 7). There are three main elements to USA Network’s brand filter: (1) Blue Sky: 
scenic locations in shows and escapism, (2) The central character has a unique 
skill set and is also the best at what they do and they are quirky but always 
likeable. (3) A touch of humor: a lighter tone throughout the original 
programming. Moreover, given the success of the network since the 
establishment of the Characters Welcome brand, network executives like Co-
President Chris McCumber believe that “success comes from the fact that the 
programming and the brand are one” (Hampp, 2010, ¶ 7).  
Problem Statement and Plan of the Study 
  This study examines USA Network’s distinctive brand and its 
relationship with the network’s original programming. Moreover, it identifies the 
elements of USA Network’s “Character Welcome” brand in episodes of original 
programming.  
It will first, in the Literature Review section, attempt to define what a 
brand is and why they are necessary for products across many industries. The 
history of brands on television will be explored and the differences between 
brands on broadcast versus cable television networks will be explored. The goal 
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
1 Greenlight means that the network gave permission to go ahead with the creation of a show.  
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is to determine the importance of a strong brand to cable networks before 
delving into USA Network’s brand.  
Following the Literature Review, a brief history of USA Network is 
developed along with an overview of the Characters Welcome brand. The next 
section, the Methods, explains the research design of this case study of USA 
Network original programming and how it was conducted. Subsequently, the 
findings and analysis of results will be discussed. Within this case study, the goal 
is to explore the relationship between the Characters Welcome brand and 
original programming. To accomplish this, four shows currently airing on USA 
Network were selected and three episodes of each were observed. The goal is to 
evaluate whether each show truly fits into the brand despite the individual 
personality of each show.  
Two of the oldest shows from USA Network’s roster will be analyzed, 
Psych (2006) and Burn Notice (2007) plus two of the newest shows, Necessary 
Roughness (2011) and Suits (2011). Since the older shows helped to establish the 
brand, it is believed that the components of the brand will be most prevalent in 
them. Also, these original shows set an example and winning strategy for other 
USA shows to follow. The analysis of the newer shows, Necessary Roughness and 
Suits, should reveal if the relationship between the brand and programming has 
continued. Ultimately, a final examination will be conducted to illustrate the 
significance of brands on cable television networks in addition to reviewing the 
connection between USA Network’s brand and programming. 
! 6 
 
CHAPTER 2: LITERATURE REVIEW 
 “USA [Network] is the best example of a rebrand. They built it on 
characters…and it’s been number-one for years” says Lee Hunt, a specialist 
consultant in the cable television branding sector (Grego & Atkinson, 2010, ¶7). 
This study aims to delve into the importance of USA Network’s Characters 
Welcome brand, its relationship with its original programming and the 
network’s success. The research begins with a review of existing literature on 
defining brands, their importance, and their relationship to the television 
industry. This section will also address the history of brands on television and 
branding differences between broadcast and cable networks. 
Nike, Coca-Cola, and Disney are just a few examples of well-known and 
powerful global brands. “Their brands resonate with the public, each having 
particular associations for consumers ranging from innovation to family 
entertainment to refreshment. The power of their brands has contributed 
substantially to their continuing success” (Davis, 2002, p. 351). It is further 
argued by author Scott Davis (2002) that these companies’ “success has been 
driven largely by the strength of their brands. As such, these and other successful 
organizations tend to manage their brands as key business assets” (p. 351). It is 
apparent then that, to be successful, branding is essential for companies and their 
products across varying industries. There are numerous valid definitions of a 
brand. First, “a brand is the totality of the thoughts, feelings, associations and 
expectations that come to mind when a prospect or customer is exposed to an 
entity’s name, logo, products, services, events, or any design or symbol 
representing them” (Lindsay, 2000, p. 3). Next, according to Murphy (1987) 
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branding “consists of the development and maintenance of sets of product 
attributes and values, which are coherent, appropriate, and distinctive” (as cited 
in Chan-Olmsted & Kim, 2001, ¶7). Furthermore, “a brand is a name, term, sign, 
design or unifying combination intended to distinguish the product from 
competitors” (McDowell & Batten, 1999, p. 17). Finally, Grainge (2008) identified 
that “branding was no longer a matter of transmitting the meaning of goods. 
Instead, it meant identifying the ‘core values’ of a product or service and 
managing these as an issue of communicable vision” (p. 26). While each 
definition slightly differs from the next, there are some common elements that 
can be combined to understand what a brand truly is. Basically, a brand 
communicates the personality of a company or its products, embodies its core 
values and helps it stand out from competitors. 
Accordingly, “the primary motivation for applying brand management to 
a consumer product or service is competition. As the number of similar products 
or services in the marketplace increases, the need for highly differentiated brands 
becomes more important” (McDowell & Batten, 1999, p. 2). In other words, 
“strong brands embody a clear, valued and sustainable point of difference” 
(Davis, 2002, p. 352). Brands allow for items to stand out against other products 
because they offer a unique perspective. Another “basic reason for branding is to 
provide a symbol that facilitates rapid identification of the product and its 
repurchase by customers” (McDowell & Batten, 1999, p.17). In other words, 
brands help consumers cut through the clutter and identify brands that are 
compatible with their needs and expectations. If they like a particular brand, 
there is a higher chance that the individual will become a frequent user or 
purchaser.  
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Additionally, if a company has a strong brand and has a loyal following, it 
will be easier for a company to introduce new products that will be embraced by 
that following. Finally, brands can also elicit an emotional response. Brands 
“create something in common” (Arvidsson, 2005, p. 236) for individuals to share 
and often appeal to the heart. If brands are successful, it should help users or 
purchasers of the brand to unite around their shared liking of the product or 
brand. 
Television History and Brands 
“Although experimentation with television broadcasting began in the late 
1920s, technical difficulties, corporate competition, and World War II postponed 
its introduction to the public until 1946” (History Channel, 2012, ¶9). Television 
quickly caught on with the American public—in 1949, 940,000 households 
owned a television set but in 1953 that number grew to 20 million (History 
Channel, 2012, ¶9). That number has continued to grow, according to the Nielsen 
Company, the 2012 estimate for U.S. homes with televisions is 114.7 million” 
(Nielsen, 2011, ¶1). However, the introduction of brands to American television 
is somewhat of a late phenomenon. This is because soon after the birth of 
television, there were only three main networks—NBC, CBS and ABC. “Through 
the interplay of various legal, economic, and technological factors, a three-
network monopoly dominated the television industry from the 1950s to the mid 
1980s” (McDowell & Batten, 1999, p. 2-3). 
 The American television landscape began to change in the early 1980s 
with the introduction of another broadcast network, FOX, and the growth of 
cable networks. FOX was launched in 1986 (Hoover’s Inc, 2012). 
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It was the first network to break the dominance of the traditional ‘Big 
Three,’ which had controlled US television for decades. By doing so, it 
paved the way for others to enter a market that seemed to have incredible 
barriers to entry. Fox did this by being the most innovative in its 
programming, which consistently challenged the status quo. (Broadcast, 
2011, p. 23) 
FOX was limited with its programming when it first began, but it was also 
unique when compared to the Big Three—NBC, CBS and ABC. “While not using 
the word branding, FOX became the first broadcast network to stand for 
something in the minds of audiences. Its youthful, risky, irreverent style of 
program content set the stage for the industry’s move to brand marketing” 
(McDowell & Batten, 1999, p. 3). For example, FOX premiered with 
programming like The Late Show with Joan Rivers followed by iconic shows such 
as Married with Children and The Simpsons. Not only was FOX essential to 
changing American television, but also,  
the mid-and late 1980s was the period in which cable came to maturation 
in the United States, establishing itself firmly as a communications 
medium in its own right and a medium on which citizens would come to 
rely for the majority of their news, information and entertainment. 
(Parsons, 2008, p.483)  
In essence, FOX and the growth of cable networks have played a significant role 
in altering the American television landscape. “As the coaxial line snapped into 
home after home and people turned with more frequency to MTV, CNN, and 
ESPN, the big three broadcast networks began feeling the squeeze of 
technological displacement” (Parsons, 2008, p. 488). Figure 1 clearly illustrates 
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the declining share, “the percentage of people or households that are actually 
using television and are tuned to a specific station or network during a specific 
day part” (Eastman & Ferguson, 2009, p. 55) of the broadcast networks due to  
cable and Fox.!!
 
The emergence of cable as a viable viewing alternative to the “Big Three” 
networks has forever altered the U.S. framework for television. In today’s 
society, the ability to watch news on CNN or turn to all sports network, ESPN, is 
now an accustomed practice. However, it is important to note the significant 
impact of the progression of cable.  
Specifically, the introduction of cable television…worked to fragment the 
audience, nudging the classic TV model away from one based on a mass 
media, three network system. By 2000, the National Cable & 
Telecommunication Association (NCTA) listed more than 300 premium 
Figure 1: Prime-time share for ABC, NBC & CBS. Source: Krugman & Rust, 1993, p.69 
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and advertiser-supported cable networks available for local distribution. 
(Parsons, 2008, p. 690-691) 
 
 Before delving into branding as it pertains to television, it is worth 
acknowledging the current status of the two dominant competing television 
delivery systems: broadcast versus basic cable. According to the IBIS World 
Industry Report 2011 on broadcast networks, the “industry is teetering between 
the mature and decline phases of its life cycle. The traditional business model has 
been exposed as unsustainable as broadcast has steadily lost viewers and 
profitability” (Kaczanowska, 2011, p. 11).  
Moreover, the annual growth between the years of 2006-2011 declined at a 
rate of 2.1%. This is attributed to the stronger competition from the cable 
networks and new forms of watching shows like streaming online or recordings 
on a DVR. Whereas, the cable networks are excelling and documented a 8.2% 
annual growth between 2006-2011. “The cable networks industry is in the growth 
phrase of its life cycle due to advances in technology of digital cable and satellite 
services delivery, an increasing number of national network operators and 
greater household demand for these services” (Kaczanowska, 2011, p. 11).  
Finally, “cable is becoming more and more of a competitor for broadcast. 
While broadcast networks generally pull in higher ratings and household figures 
than cable, the disparity between the two is decreasing” (SNL Kagan, 2011, p. 
43).  
Television Branding: Broadcast vs. Cable  
 The need for very strong brands beyond historic norms arises from 
increased competition and the need to stand out. With hundreds of channels to 
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choose from, branding has become more significant strategy than ever before in 
the television industry. In regards to the television industry, branding means 
“defining and reinforcing a network’s identity” (Edgerton, 2007, p. 352). Or as 
Chan-Olmsted and Cha assert in their article in the International Journal on 
Media Management, “television networks are in need of differentiating 
themselves from other channels or programming by creating a distinct 
personality” (as cited in Freeman, 2009). Despite the importance of brands, 
broadcast and cable networks differ in their usage of brands. “In broadcast 
network television, there is an aged argument about whether a network should 
have a brand, or whether its shows themselves make up the brand. In cable 
television, conventional wisdom says there is little or no debate” (Broadcasting & 
Cable, 2010, ¶ 1).  
Broadcast Networks & Brands 
Broadcast networks do not have overarching channel brands. Instead, 
broadcast networks piece together their schedule by combining individual shows 
with their own distinct personalities. In regards to broadcast networks, scholars 
believe that consumers watch shows, not networks. “Therefore, CSI is the brand, 
not CBS; ER is the brand not NBC; Desperate Housewives is the brand not ABC, 
etc. People watch shows” (Palmer, 2006, p. 109). In other words, today no one 
goes home to watch a network, like NBC or CBS, they go to home to watch their 
favorite shows. Despite the fact that broadcast networks do not have 
comprehensive brands that encompass their shows, they do have “a type of 
show it uses to lure the kind of viewers it wants” (Goodman, 2010, ¶ 3). To 
further illustrate this: 
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There was a time when, if you were flipping through the TV universe, you 
could spot a CBS comedy with the volume off. Heavy husband, good 
looking and sassy wife, brightly lit stage. Not much has changed (though 
the fat husbands are on the decline) in that CBS remains adamant about 
traditional multi-camera sitcoms with a laugh track or an egregiously 
giggly studio audience to sweeten the punch line payoffs. As a brand, it 
works. Even better branding is the fact that CBS is home to the time-
honored procedural, mostly about crime and punishment. (Goodman, 
2010, ¶ 1-2) 
 
Despite the fact that broadcast networks do not use overarching brands as 
a tool, each of the broadcast networks have made their own individual mark and 
have their own identity. As previously mentioned, CBS is known for its crime 
procedurals and multi-camera comedies. But its logo, unveiled in 1951, the Eye, 
has become an American icon. (CBS, 2011) While, NBC was the first broadcast 
network in the United States, and in 1929, “its signature three-note chime was 
played for the first time” (Fletcher, 2009, ¶ 2). NBC also was known for its long-
lasting logo, the peacock. It debuted in 1956 and was created by John J. Graham 
(Jue-Steuck, 2003, p. 91-92). “NBC was naturally at the forefront of color 
programming and their logo was promoting color television” (Etiziano, 2009, 
¶2). Additionally, the peacock channel had its “Must See TV” Thursday night 
block and long-lasting programming including Meet the Press (1947), The Today 
Show (1952) and The Tonight Show (1954) (Fletcher, 2009, ¶ 5).  
ABC, however, is a network defined by firsts. “Cheyenne, their first 
primetime series produced by a major studio, Warner Brothers,” aired as a hit on 
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ABC (Noyes, 2012, ¶7). With Fred Silverman at the network’s helm, ABC made 
the bold move to create sexy new shows, including Charlie’s Angels, that were 
coined “jiggle shows” (Noyes, 2012, ¶12). Jiggle shows were lighter fare and 
“tended to feature young, attractive, often scantily clad women” (Encyclopedia 
Britannica, 2012, ¶63). In the 1978-79 season of television, ABC became the first 
network to hit the billion-dollar revenue mark with shows like Taxi, Mork & 
Mindy and Happy Days (Noyes, 2012, ¶15). Another first, ABC was the first 
network to hire a woman, Barbara Walters, as its evening anchor (Noyes, 2012, 
¶16). Finally, FOX is the youngest of the big four major broadcast networks. “In 
1994, FOX upended the cozy three-way balance that had operated for four 
decades. Initially, FOX’s affiliates were former independent stations” (Eastman & 
Ferguson, 2009, p.193). FOX secured its status as one of the “big four” by 
winning the rights to airing the NFL games. FOX also stays unique by limiting its 
primetime programming— 
Even FOX does not program three hours of prime time ever night, unlike 
the Big Three. FOX programs two hours, then expects its affiliates to air 
late news at 10 P.M. to get the jump on the late newscasts aired by 
affiliates of the other networks. (Eastman & Ferguson, 2009, p. 194) 
 
Cable Networks & Brands 
 By comparison with broadcast networks, cable networks take a much 
different branding approach. With hundreds of channels and different niches 
carved out for cable networks, branding is a tool that helps them stand out. 
“Branding is a little more blatant on the cable side” (Goodman, 2010, ¶ 4) and 
tends to revolve around the entire network. For example, TNT’s tagline is “We 
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Know Drama,” TBS’ “Very Funny” or ESPN, “The Worldwide Leader in Sports.” 
These taglines illustrate the type of programming that the channel carries. TNT is 
known for its dramas like The Closer, while ESPN is dedicated to sports. Cable 
networks have embraced brands because, as Sung & Park (2011) state, in the 
“highly competitive and fragmented cable network marketplace, it is critical for 
cable networks to create their own distinct brand personalities to convey the 
network’s meanings and values to the minds of audiences” (as cited in Ha & 
Chan-Olmsted, 2004). Furthermore, “brands help television audiences easily 
distinguish the channels that are well-suited to their needs and expectations” 
(Sung & Park, 2011, p.89). With hundreds of cable channels, brands that clearly 
define what the channel stands for, make it easier for viewers to select what to 
watch. 
Ultimately, “in a highly competitive programming environment, building 
a brand image is fundamental to the success of all cable networks” (Eastman, 
Ferguson, and Klein, 2001, p.139). MTV and CNN are two of the earliest and 
most successful cable channels. Both helped establish the importance of brands 
for cable networks.  
MTV burst onto the scene in August 1981 and has had a lasting impact on 
the music industry, popular culture and, of course, television. ”MTV became a 
major presence in the cable TV industry and the overall American cultural 
landscape” (Burns, 2012, ¶1) It’s logo and slogan, “I want my MTV,” became 
established and widely known. MTV introduced the concept of a “VJ” (video 
jockey) and a channel dedicated strictly to music and music videos. “Among the 
lessons taught by MTV: the brand must be consistent, it must be ubiquitous, and, 
if the brand is going to become popular, it must be fun” (Blumenthal, 2006, 
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p.158). From its launch, the network has and continues to focus on the youth as 
its primary audience. 
“MTV developed a reputation for pushing cultural boundaries and taste; 
the airing of Madonna’s 1989 “Like a Prayer” video is just one famous example” 
(History, 2012, ¶3). As well, MTV continues to be a front runner with its 
programming—MTV was one of the first networks to air reality programs 
starting with Real World. “MTV’s Real World became a ratings hit and, in classic 
television style, gave birth to programmatic siblings. MTV’s Road Rules took Real 
World into recreation vehicles (RVs). The format became a national sensation 
when the major networks adopted it and CBS started Survivor in the summer of 
2000” (Parsons, 2008, p. 692).  
While MTV became a force in the entertainment and music realm of 
television, CNN changed the face of television news. “The Cable News Network 
(CNN) ranks as one of the most important, indeed perhaps the most important, 
innovation in cable television during the final quarter of the 20th century” 
(Gomery, 2012, ¶1). The Cable News Network, created by Ted Turner, was 
launched on June 1, 1980. CNN’s claim to fame and its brand identity was that it 
was the “world’s first 24-hour television news network and went on to change 
the notion that news could only be reported at fixed times throughout the day” 
(History, 2012, ¶ 1). CNN became known for its live coverage, “quick reaction to 
breaking news and lengthy follow-up coverage” (Parsons, 2008, p. 481) for 
events like the Gulf War, Tiananmen Square, and the fall of the Berlin Wall. 
Specifically, “The Gulf War coverage spoke not just to CNN’s social standing, 
but perhaps more broadly to the emerging social influence of cable television 
generally” (Parsons, 2008, p.482). 
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From this brief synopsis of MTV and CNN’s history, it is clear “that 
brands do matter, especially in cable” (BCST Staff, 2010, ¶ 8). With hundreds of 
niche cable channels, one of the most important ways to stand out is with a 
unique and strong brand. From a network’s brand, a viewer knows exactly what 
they are going to get when they tune in. In addition, if a brand and its 
programming are successful, it may encourage habits among viewers—that 
viewers may continue to tune in over and over again. If a viewer prefers a 
network’s brand and programming, they would be more willing to continue to 
watch the network or check out a new show. In other words, “true branding is 
more than attaching a name to a product or service. The intent of branding is to 
make the brand name something unique, memorable and valuable in the minds 
of consumers” (McDowell & Batten, 1999, p. 27). Market researcher Alexander 
Biel offers the following insight:  
On a very practical level consumers like brands because they package 
meaning. They form a kind of shorthand that makes choice easier. They let 
one escape from a feature-by-feature analysis of category alternatives, and 
so, in a world where time is an ever-diminishing commodity, brands 
make it easier to store evaluations. (McDowell & Batten, 1999, p. 23)  
 
Cable networks have embraced branding as a necessary tool to attract audience 
and build network loyalty.  
USA Network and Branding 
Given the growing use of branding of cable networks, so clearly 
documented in the literature, the research examined one of the most popular 
cable channels, USA Network, and how its brand, Characters Welcome, helped 
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revive the network. With this brand, USA Network has carved out its place on 
television and appears to have made its mark with viewers. Since the launch of 
the Characters Welcome brand in 2005, USA Network has been the number one 
basic cable network for the past six years. It is also valued at $11.7 billion, the 
most valuable asset of NBC Universal, while broadcast network, NBC, is valued 
at a negative $600 million (Gorman, 2010). 
USA Network’s Characters Welcome brand is comprehensive across the 
network and crucial to the network’s programming. Network executives use a 
three part brand filter to select its programming. Bonnie Hammer, the current 
chairman of the NBC Universal Cable Entertainment and Cable Studios, and the 
individual largely responsible for the network’s turnaround, stated, “channel 
brand is so key. I think most broadcasters choose their series, then try to make a 
mosaic of a schedule. We’re the opposite—we won’t choose a show if it doesn’t 
fit exactly into our jigsaw puzzle” (Miller, 2011). This focused on the relationship 
between USA Network’s Characters Welcome brand and its original 
programming. The following section presents an overview of USA Network’s 
history and the creation of the new brand before delving into the methodology of 
this case study and how the programming was evaluated.  
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CHAPTER 3: USA NETWORK 
 
As of late, USA Network has achieved many notable accolades, evidenced 
by it’s substantial net worth, status as the number one cable network for six years 
running, and the launching of new successful series Suits and Necessary 
Roughness during the summer of 2011. During this current television season, in 
the fall 2011, USA even beat broadcast network NBC in ratings, “the first time 
this has happened this early in a TV season” (Szalai, 2011, ¶ 1).  
Moreover, “USA dominated the cable TV landscape over the past decade 
as the only network to report a prime-time rating higher than a 2.0 from 2008 to 
2010” (SNL Kagan, 2011, p. 43). However, despite all of the success, this was not 
always the case for USA. Throughout most of its history, USA Network was seen 
as a second-choice network with no brand and was filled with a hodgepodge 
schedule. This section addresses the history of USA, the establishment of the 
Characters Welcome brand and the important brand filter the network uses 
today for important network decisions.  
 In April 1977, the Madison Square Garden Network, a joint venture of 
UA-Columbia and Madison Square Garden, launched (Parsons, 2008, p. 386). It 
primarily aired college and professional sports. Later, on April 9, 1980, MSG 
Network merged with Calliope, “a children’s programming service” (Parsons, 
2008, p. 387) and USA Network was born. Once again, the network focused 
primarily on sports programming airing Major League Baseball, National 
Hockey League, National Basketball Association, collegiate sports and other 
sports like bowling (Parsons, 2008, p. 387). Over the years, USA Network has 
changed owners a myriad of times. Below in figure 2, the timeline spells out USA 
Network’s timeline and different owners.  
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Figure 2: Timeline of USA Network 
!
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Although the network first focused on sports, this began to change in 
1981. “Under new ownership, the USA network sought to broaden its 
programming mix. USA would show “Dragnet” reruns and begin to develop 
original programming in an effort to stay fresh” (Parsons, 2008, p. 448). Perhaps, 
it is not a surprise that many different owners and the evolution from sports 
programming to broader entertainment left USA Network without a clear vision 
or direction for the future. Nevertheless, this changed when Bonnie Hammer, 
now Chairman of NBC Universal Cable Entertainment and Cable Studios, took 
control of USA Network in 2004. It is worth noting that Ms. Hammer has carved 
out quite a successful career in her over thirty years in the television industry. In 
recent years, she has been named one of the most powerful women by Fortune 
magazine (CNN Money, 2010) and Hollywood Reporter’s list of women who 
rule entertainment (THR Staff, 2011). Moreover, before her arrival,  “USA was 
the television equivalent of a potluck supper, a hodgepodge of reruns and 
castoffs” (Roberts, 2009, ¶ 3). Hammer identified two important goals to be met 
when she first gained control: “reacquire WWE wrestling programming, which 
had been an important part of USA before it lost the franchise in 2000; and 
second, “I would give it a brand” (Carter, 2008, ¶ 12). In July 2005, Ms. Hammer 
announced the launch of the new brand, Characters Welcome, which “helped 
make it a “go to” network instead of a last resort network” (Berg, 2010, ¶ 1). 
To determine this new brand, Hammer and executives, like Chris 
McCumber, now Co-President of USA, launched in-depth research in focus 
groups.  
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Viewers were asked what appealed to them about the United States of 
America. They said the nation’s appeal was more about its people than the 
place. That was an important clue to Hammer that the network should 
focus on people—and the “characters” strategy emerged. (Roberts, 2009, ¶ 
10)  
 
With the Characters Welcome brand, USA Network decided to focus on a 
character perspective for its original programming.  Co-President, Jeff Wachtel 
stated, “our way into original material was from a character perspective. What 
started to evolve out of that were flawed characters, where their weakness was 
also their strength” (Berg, 2010, ¶ 3). For example, a show already on the air, 
Monk perfectly fit into the new brand. It featured a quirky main character, Adrian 
Monk, a detective plagued with a severe case of Obsessive Compulsive Disorder 
(OCD) following his wife’s murder. “What the network wanted was more shows 
in that vein, and to build the overall network’s identity around them” (Roberts, 
2009, ¶ 10).  
With this new brand, the goal was to create cohesion across the entire 
network by focusing on characters. In other words, “not only did it connect the 
disparate personalities on the network at the time, it also established USA as a 
broadcast-like destination that happened to be on cable” (Hampp, 2010, ¶ 3). 
However, the brand also aimed to connect characters onscreen with characters, 
the audience, off-screen. Bonnie Hammer described this important relationship 
as “the bond between characters on the screen and an audience of individual 
characters watching at home” (Roberts, 2009, ¶ 3). Ultimately, Bonnie Hammer 
discussed the revamp by stating, “USA Network was viewed in the past as a 
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little predictable—like a nice, old comfortable shoe. Now I want it to be 
comfortable enough to walk in, but it’s more of a sexy, sassy Louboutin2” 
(Snierson, 2009, ¶ 1). 
The Characters Welcome brand is unique since it is all encompassing 
throughout the entire network. On this point, Chris McCumber, co-President of 
USA Network, who was critical in the execution of the new brand, stated, 
“Characters Welcome gives us a real blueprint and filter [with which] we can 
make a lot of our programming, marketing, scheduling and sales decisions” 
(Hampp, 2010, ¶ 10). “Today, everything the network develops—every promo 
campaign, all of the marketing—is put through the filter and must fit into the 
brand” (Berg, 2010, ¶ 4). Thus, instead of relying on instinct when choosing 
shows to air on the network, executives rely on a brand filter checklist with three 
criteria: “for USA, it’s three things: Is there a slightly flawed but likable lead 
character? Is there a strong drama with a dollop of humor? Is it blue skies?” 
(Miller, 2011, ¶ 3) In other words, “everything that goes on air has to have that 
same upbeat, offbeat, character-centric sensibility” (Crupi, 2006). 
The Characters Welcome brand and the brand filter are the primary 
reason for USA Network’s turnaround. “The key to the network’s current 
success, as Hammer sees it, lies in the brand filter she and her team have devised 
to figure out which shows belong the network—and which don’t” (Roberts, 2009, 
¶ 10). This is illustrated by the rise of the network’s prime time ratings since the 
induction of the brand in 2005. Clearly, the ratings significantly rose following 
the creation of the Characters Welcome brand. Below in Figure 3, the average 
prime time ratings from 2005 to 2010 are depicted. !!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
2 Louboutin is a well-known luxury French shoe.  
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Additionally, “USA was the home to the strongest portfolio of scripted 
originals, showcasing the power of the brand with six out of top ten scripted 
hours among total viewers” (Seidman, 2011, ¶ 3). With the new brand and 
launch of successful original programming, USA Network’s programming has 
clearly evolved. This is illustrated by Hiltbrand (2011), who compares in table 1 
the difference in programming before and after the Characters Welcome brand. 
Before, USA aired reruns but now it flourishes with its original programming.  !!"#$%&!'!!
!"#$%&'()*+,-*./00(%*'(1(2&.'.*34*5666*&4)*5677**
*
USA summer telecasts in 2000 USA summer telecasts in 2011 
1) WWF Wrestling 1) Royal Pains 
2) WWF Wrestling 2) Burn Notice 
3) Walker, Texas Ranger 3) Covert Affairs 
4) Walker, Texas Ranger 4) Necessary Roughness 
5) Walker, Texas Ranger 5) Suits 
Figure 3: USA Network Ratings 2005-2010, Source: SNL Kagan 
! 25 
! "(!)&*+&,-!./+0!0&1.+(2!(3.%+2&4!567!8&.,()9:0!/+0.();-!./&!&0.#$%+0/<&2.!(=!./&!>/#)#1.&)0!?&%1(<&!$)#24!@%30!./&!$)#24!=+%.&)!30&4!.(!<#9&!()+A+2#%!@)(A)#<<+2A!4&1+0+(20B!"/&!$)#24!=+%.&):0!1(22&1.+(2!,+./!567:0!()+A+2#%!@)(A)#<<+2A!,+%%!$&!&C@%()&4!=3)./&)!+2!3@1(<+2A!0&1.+(20B!"/+0!)&%#.+(20/+@!,+%%!$&!.&0.&4!./)(3A/(3.!./+0!1#0&!0.34;!#24!&C#<+2&4!.(!4&.&)<+2&!+=!./&!#0@&1.0!(=!./&!$)#24!=+%.&)!.)3%;!4(!&C+0.!+2!./&!()+A+2#%!@)(A)#<<+2AB!
! 26 
!
CHAPTER 4: METHODS 
In the television industry, branding is essential to cable networks to stand 
out against the high volume of other competing networks. USA Network, the 
number one cable network for six years running, has used its brand, Characters 
Welcome, to its advantage. Moreover, the network is unique because of the 
relationship between the brand and the original programming. Because of this, 
the network was able to turn itself around. This study explores this relationship 
and aims to illuminate the relationship and discover if the three elements of the 
Characters Welcome brand truly do exist in the programming.  
Ultimately, the form of this thesis is a case study. The case study “is a 
focus and the focus is on one thing, looked at in depth and from many angles.” 
(Thomas, 2011, p. 9)  In other words, a “case study is the study of the 
particularity and complexity of a single case, coming to understand its activity 
within important circumstances. (Thomas, 2011, p.10)  
This case study focused only on USA Network. To drill down a bit more, 
this is a “key case” (Thomas, 2011, p. 77) meaning that it is a good example of 
something or a classic or exemplary case.” (Thomas, 2011, p. 77) USA Network is 
a perfect “key case” since it illustrates the importance of a brand to a cable 
network and the introduction of this brand sparked the turnaround of the 
network.  
Therefore, there are two main objectives of this key case study—
explanation and evaluation. In regards to the explanatory purpose, “these 
explanations may be tentative or context-specific, but it is in the multifaceted 
nature of a case study that you get the opportunity to relate one bit to another 
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and offer explanations based on the interrelationships between these bits.” 
(Thomas, 2011, p. 101) Finally, “evaluation is framed by the expectation that you 
are doing the research to see how well something is working or has worked.” 
(Thomas, 2011, p. 99) 
 The collection of research data included interviews and articles from 
scholarly journals or industry trades such as The Hollywood Reporter and Variety, 
plus, books published on brands, television, including the history of cable 
television. In addition, a personal DVR (digital video recorder) was utilized to 
record episodes from USA Network series. Furthermore, a three-part checklist of 
the USA Network’s Characters Welcome brand was employed; this checklist was 
constructed out of published interviews with network executives in industry 
trade magazines. Nielsen ratings of the episodes viewed from USA Network 
series were also acquired.     
The data for this thesis came from a few different sources. First, from 
interrogating documents or in other words “gathering data from documents.” 
(Thomas, 2011, p.164) As previously stated, the documents, books, journal 
articles, website articles, were all used and interrogated to gain data. Next, 
observation was a key tool in obtaining information for this thesis. “The kind of 
observation in which you systematically look for particular kinds of behavior.” 
(Thomas, 2011, p.165) Observational methodology was applied in this thesis by 
watching USA Network programming for specific kinds of behavior, patterns or 
themes. Another important type of data in this thesis was image-based methods. 
Photographs or stills of the main characters were also used. Also, screenshots of 
the episodes plus the opening credits were analyzed. Since the majority of this 
case study was composed as a narrative, it was important to break up the text 
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with pictures or screenshots. However, sometimes the images more easily 
communicate a point more than words can. 
In this thesis, the goal was to establish the importance of a brand to a cable 
network and to test the unique symbiotic relationship between USA’s brand and 
its original programming. To do this, first it was determined that USA’s brand, 
Characters Welcome, was made up of three parts, “blue sky,” central character 
with unique skill set, and levity. This was discovered by examining data from 
interviews with network executives such as Bonnie Hammer, Chairman of 
NBCU Cable Entertainment and Cable Studios. 
Next, it was decided that certain USA Network shows would be observed 
to identify if the elements of the brand really exist within the shows and 
episodes. Thus, four USA Network shows were selected to be analyzed—the two 
oldest USA Network shows, Psych (2006) and Burn Notice (2007), since they 
helped establish the brand on the network, plus two of the newest shows which 
both launched in the summer of 2011, Suits and Necessary Roughness. This 
allowed contrast and comparison to determine whether the brand had stayed 
true in the programming as it aired or to determine if the brand had been altered 
at all. The first three episodes of the first seasons of Suits and Necessary Roughness 
were chosen. Since USA Network splits its seasons, three episodes were selected 
from the current seasons of Psych and Burn Notice that aired this fall. To sum up, 
four shows total, three episodes of each, therefore twelve total episodes were 
observed.  
Each episode was viewed at least three times. First, they were watched to 
record the synopsis of each episode, which were then broken down into the 
typical four-act structure used in hour-long television episodes. The four-act 
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structure is used in typical one hour-long television drama series and is the 
formula writers use to develop storyline of episode (Douglas, 2011, ¶ 7). Next, 
the episodes were re-watched to determine what parts of the first element of the 
brand, “blue sky,” existed in the shows. A table like the one below was used to 
tally or take note of how blue sky could be portrayed in episodes.  
 
Table 2 
 
Blue Sky Characteristics 
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To further substantiate the results for the observation of the episodes for the Blue 
Sky characteristics, a reliability analysis was performed. The description and 
results of the reliability analysis are included in Appendix B. Additionally, the 
outcome of the case or main issue dealt with in the episode was also logged. The 
episodes were then watched for a third time to take note of dialogue and for 
aspects of the other two parts of the brand.  
For the second part of the brand, which focuses on the main character of 
USA Network series, the central characters from each of the four selected shows 
were profiled. This included information about their careers, relationships, and 
what makes them unique. The information for this was taken from the episodes, 
previous knowledge from watching the series, plus background research online. 
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Furthermore, images and dialogue were used to complete the mini biographies 
and give a fuller depiction of the character. 
Finally, the third element of the brand, the lighter tone of each USA 
Network series, was documented. During the third viewing of each episode, the 
levity of the series was noted. Each series puts a different spin on this third 
element of the brand. To illustrate this, the opening credits of the show were 
looked at and screenshots were utilized. 
 Following this section are the last two chapters, Findings and Discussion. 
The findings section displays the results of the study of USA Network brand and 
original programming. It provides an overview of the television series’ four-act 
structure and a background on the four selected shows. In addition, it supplies 
an in-depth explanation of each of the three parts of the Characters Welcome 
brand and the results that apply to directly to each part.  
Moving on from the findings, is the discussion section that will analyze 
the results and draw inferences about the relationship between USA’s brand and 
shows. The last section of this thesis, the conclusion, will draw it all together and 
provide some thoughts about the future of USA Network.  
 
(
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CHAPTER 5: FINDINGS 
Before discussing the findings of the USA Network brand and 
programming, it is important to define what a television series is. 
A television series is the continuing adventures of a character, or group of 
characters, setting out each week to achieve a predetermined goal: 
enforcing the law, exploring space, healing the sick, raising a family, 
fighting monsters, or governing a nation, to name a few. The pursuit of 
that goal, and the manner in which the characters do it, is the framework 
for telling series. (Goldberg, 2003, p. 14) 
 
Additionally, while a television series must have continuity, it also needs to have 
a different story week to week. The framework for a television series is also 
known as the franchise. Basically these are the rules or structure for the show. 
For example, there are forensic, detective, medical, or even fantasy shows but 
what works in one of these shows does not or would not work in another. “For 
series creators, franchises are both boundaries and opportunities” (Douglas, 
2011, ¶ 9). 
The solution is to find “springboards” that propel dramatic conflicts or 
adventures each episode. Those catalysts occur naturally in most of the 
franchises: a crime sets the cop on a quest for the perp; someone in trouble 
beseeches lawyers who must mount a case; a patient is brought for a 
doctor to save. (Douglas, 2011, ¶ 10) 
 
Furthermore, you can tell what the framework or franchise of the show is in 
different ways:    
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Some shows tell you their franchise right up front in a song (Green Acres, 
Gilligan’s Island, and The Nanny) or with narration (like Law & Order and 
Star Trek). Some put their franchise right in the title—E.R., Family Law, 
Emergency, CSI: Crime Scene Investigation, Walker Texas Ranger. (Goldberg, 
2003, p.14) 
 
However, Lee Goldberg (2003) makes the claim that “Every TV drama 
series is the same” (p. 13). While there are differences, television dramas are 
more similar than different. “Every drama series, for example, has regular 
characters and continuing relationships. Every series also has a four-act 
structure” (Goldberg, 2003, p. 13).    
Each hour-long drama television series uses a four-act structure to depict 
each week’s storyline. This four-act structure is important because it is used by 
all hour-long drama series and will be used to analyze plus breakdown USA 
Network’s programming. “Each of the four segments are “acts” in the same 
sense as plays have real acts. Writers plan towards those breaks and use them to 
build tension” (Douglas, 2011, ¶ 7). In the first act, viewers meet the main 
characters and the conflicts that they will face. With the second act, the characters 
set out to solve the conflict. However, new obstacles arise that surprise them and 
change the storyline. By act three, the characters must respond to these new 
obstacles. They believe that they are beginning to solve the conflict but this is not 
the case. They find “the situation is much worse, or a new, much more daunting 
obstacle has been put between him and his goal” (Goldberg, 2003, p. 19-20). Yet, 
in act four, the characters are able to solve the conflict and attain their goals. A 
primary example of the traditional four-act structure is Monk, one of USA 
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Network’s first original programs. “One detective gets one new crime mystery 
each week and, after investigating red herrings that fall mostly at the breaks, 
cleverly solves it by the end of the hour. Though Monk’s obsessive-compulsive 
characterization is a fresh, entertaining element” (Douglas, 2011, ¶ 17). 
This four-act television structure was used to write synopses of twelve 
episodes from USA Network series. Three episodes from each of the four 
selected USA Network series, Psych, Burn Notice, Necessary Roughness and Suits, 
were observed. The synopses can be found in Appendix A along with the title of 
each episode, the date it aired and the ratings. Additionally, the observation of 
the episodes was used to determine if the three components of the Characters 
Welcome brand were present in the four series. 
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Description of USA Network Shows 
 
“Psych” 
 
 
 
 
 
 
 
 
 
 
 
Psych, based in Santa Barbara, CA, premiered on USA Network in 2006. It 
stars James Roday as Shawn Spencer, who is highly observant and has acute 
powers of observation honed by his father, a retired police detective, during his 
youth. He is first labeled as a psychic in the pilot episode after Shawn called in 
numerous tips on crimes covered on the news. The tips helped to solve the case 
but also made the Santa Barbara police suspicious. Therefore, Shawn convinces 
the police that he is a psychic and that is how he solved the crimes. The Santa 
Barbara police department then hires Shawn as a psychic consultant to help solve 
other crimes. Spencer teams up with his life-long best friend Burton ‘Gus’ Guster, 
a pharmaceutical sales rep and often-reluctant sidekick, to create “Psych,” a 
private psychic detective agency. The show follows the friends and partners as 
they comically assist the Santa Barbara police department solve various crimes. 
Figure 4: Psych’s Shawn Spencer & Gus. Source: USA 
Network. 
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Other characters that are often seen are Shawn’s father Henry Spencer, Detective 
Juliet O’Hara, Detective Carlton Lassiter, and Chief Karen Vick.   
 
Table 3 
 
Psych Characters and Actors 
 
Psych Characters Actors 
Shawn Spencer James Roday 
Burton ‘Gus’ Guster Dule Hill 
Henry Spencer Corbin Bernsen 
Carlton Lassiter Timothy Omundson 
Juliet O’Hara Maggie Lawson 
Karen Vick Kirsten Nelson 
Note: Retrieved from USA Network 
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“Burn Notice” 
 
 
 
 
 
 
 
 
 
USA Network premiered a spy show, Burn Notice in 2007. The title and 
subject of the show refers to the termination or burn notice that a spy receives 
from the government. If let go, the spy is left with no real identity, money, or 
prior work history and forced to live in a certain location. Jeffrey Donovan stars 
as Michael Westen, a burnt spy living in Miami. In the series, Westen attempts to 
figure out who burned him and why. He also uses his unique spy and 
MacGyver-like skills to help people get out of tough situations in Miami. His 
girlfriend, Fiona, an ex-IRA operative and explosives expert, old friend Sam Axe, 
and sometimes his mother, Madeline, join Michael during these adventures.  
 
Table 4 
 
Burn Notice Characters and Actors 
 
Burn Notice Characters Actors 
Jeffrey Donovan Michael Westen 
Fiona Glenanne Gabrielle Anwar 
Figure 5: Burn Notice Cast. Source: USA Network 
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Sam Axe Bruce Campbell 
Madeline Westen Sharon Gless 
Jesse Porter Coby Bell 
Note: Retrieved from USA Network 
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“Necessary Roughness” 
 
 
 
 
 
 
 
 
 
 
 
Necessary Roughness was a USA Network show to premiere during the 
summer of 2011. Long Island psychotherapist Dr. Dani Santino’s life suddenly 
flips upside down when she catches her husband cheating. After a random 
meeting with the trainer of the local pro football team, Dr. Santino is offered a 
client from the team—the star wide receiver. The show follows her as this highly 
sought after therapist who tries to balance her demanding high profile clients, 
two teenage kids and sometimes-troubled personal life. It “is a refreshing change 
from the usual cop shows, legal dramas and spy capers” seen on television today 
(Stanley, 2011, ¶4). 
Table 5 
 
Necessary Roughness Characters and Actors 
 
Necessary Roughness Characters Actors 
Dani Santino Callie Thorne 
Matthew Donnally Marc Blucas 
Nico Scott Cohen 
Terrence King Mehcad Brooks 
Lindsay Santino Hannah Marks 
Ray Santino Jr Patrick Johnson 
Note: Retrieved from USA Network 
Figure 6: Necessary Roughness Promotional Picture. Source: USA Network 
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“Suits” 
  
 
 
 
 
 
 
 
 
 
Suits, a legal drama, premiered on USA Network during the summer of 
2011. Mike Ross, a young college dropout, with a photographic memory, takes 
care of his elderly grandmother and earns a living any way he can including 
taking the LSATs for other people. After a drug deal gone bad, Mike accidentally 
stumbles into an interview for an associate position at a top New York City law 
firm working with Harvey Specter, a very successful lawyer. Harvey is 
impressed by Mike, his knowledge of the law and photographic memory, and 
decides to take a chance and hire him as an associate despite his lack of a law 
degree. Thus, a new partnership is born and they become quite the successful 
legal team, all while trying to keep Mike’s secret that he didn’t go to law school.  
 
 
 
 
 
 
 
Figure 7: Suits’ Harvey Specter & Mike Ross. Source: USA 
Network 
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Table 6 
 
Suits Characters and Actors 
 
Suits Characters Actors 
Mike Ross Patrick Adams 
Harvey Specter Gabriel Macht 
Louis Litt Rick Hoffman 
Rachel Zane Meghan Markle 
Donna Sarah Rafferty 
Jessica Pearson Gina Torres 
Note: Retrieved from USA Network 
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Characters Welcome Brand  
 
To review, USA Network’s Characters Welcome brand was launched in 
2005. It was the first time the network had a reliable brand and direction for the 
network. Under the Characters Welcome framework, USA turned itself around, 
launched new original programming and has become the number one cable 
network for six years running. When this new brand was first launched, Bonnie 
Hammer, Chairman of NBC Universal Cable Entertainment and Cable Studios, 
stated: 
When we started developing a brand strategy we knew we wanted it to be 
enhancing rather than limiting. We didn’t want to tack on a meaningless 
tagline or claim arbitrary niche or demo. I believe we’ve succeeded in 
developing a campaign that’s organic to USA, something that captures 
and communicates what the network is about, what lives and breathes on 
its air. (USA Network, 2005, D!E) 
 
Ultimately, both the brand and network are character driven. Furthermore, 
network executives believed that “there was a real connective tissue around the 
concept of strong relatable characters. Characters Welcome delivers a clear 
message that establishes an immediate emotional connection” (USA Network, 
2005, DF). Furthermore, the Characters Welcome brand is made up of three 
different components and should be seen in all USA Network programming. 
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Blue Sky. 
The first component is referred to as “Blue Sky,” meaning that USA 
Network shows are optimistic, positive and even a bit escapist. In other words,  
The channel seems to have a mandate to uplift the national mood, to 
appeal to the fantasy of second chances and sexy opportunities. On a USA 
series there are no dank unemployment offices, no cups of weak coffee, 
only high floors, soaring views and crisp French roasts. (Bellafante, 2011, 
¶1) 
 
The channel differs from other networks because of this tone—“where a lot of 
other places are going dark and crazy-edgy, we’re much more blue-sky and 
aspirational” (Hampp, 2010, DG). Furthermore, Bonnie Hammer explained, “we 
always go for a blue skies feel. Sometimes literally” (Snierson, 2009, DH). Meaning 
that sunny blue skies would be emphasized throughout the programming. As 
New York Times writer, Ginia Bellafante, (2011) put it “gleaming sunlight is as 
much a character on these series as the actual spies and cops and healers (¶ 3). 
Additionally, in the USA Network shows, the settings are in scenic locations, 
which can be shown throughout the episodes.  
Below are the results of the analysis of “blue sky” characteristics in the 
three episodes of the four selected USA Network shows—Psych, Burn Notice, 
Necessary Roughness and Suits. As described in the Methods section of this thesis, 
each episode was viewed multiple times to gain the findings information. To 
determine “blue sky” characteristics, it was noted whether a scene took place 
inside or outside. Plus, whether it was day or night and the weather. For these 
subsections, it was answered yes or no for whether it was day or night or 
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sunny/clear or rainy. Then, in parentheses, the number of times it was actually 
any of these subsets is noted. Also, the number of times the city where the show 
takes place is shown is also noted. The review also sought to determine if the 
issue or case that was the focal point of the episode was solved in a positive or 
rewarding way. In other words, did the show have a happy ending?  
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Psych. 
 
Table 7 
 
Psych Episode 1 Blue Sky Results 
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
Santa 
Barbara 
ACT 1 4 1 No Yes (1) Yes (4) No 0 
ACT 2 5 7 Yes (1) Yes (1) Yes (5) No 2 
ACT 3 2 4 Yes (1) No Yes (2) No 3 
ACT 4 1 5 Yes (1) No Yes (1) No 3 
TOTAL 12 16 3 2 12 No 8 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
 
Table 8 
 
Psych Episode 2 Blue Sky Results 
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
Santa 
Barbara 
ACT 1 1 2 Yes (1) No Yes (1) No 2 
ACT 2 1 3 Yes (1) No Yes (1) No  0 
ACT 3 4 7 Yes (1) No Yes (4) No 1 
ACT 4 2 3 Yes (2) No Yes (2) No 0 
TOTAL 8 15 5 No 8 No 3 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
Table 9 
 
Psych Episode 3 Blue Sky Results 
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
Santa 
Barbara 
ACT 1 2 1 Yes (1) Yes (1) Yes (2) No 1 
ACT 2 3 6 Yes (2) Yes (1) Yes (3) No 2 
ACT 3 1 5 No Yes (1) Yes (1) No 2 
ACT 4 1 3 No Yes (1) Yes (1) No 0 
TOTAL 7 15 3 4 7 No 5 
 
! 45 
• Was the case or main problem in episode solved in a positive way? Yes. 
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Burn Notice. 
 
Table 10 
 
Burn Notice Episode 1 Blue Sky Results  
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
Miami 
ACT 1 3 3 Yes (1) No Yes (3) No 6 
ACT 2 6 6 Yes (1) No Yes (6) No 4 
ACT 3 4 2 Yes (1) No Yes (2) No 1 
ACT 4 4 5 Yes (1) Yes (1) Yes  (4) No 5 
TOTAL 17 16 4 1 15 No 16 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
Table 11 
 
Burn Notice Episode 2 Blue Sky Results  
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
Miami 
ACT 1 3 3 Yes (1) No Yes (3) No 3 
ACT 2 7 6 Yes (1) No Yes (7) No 7 
ACT 3 1 1 Yes (1) Yes (1) Yes (1) No 2 
ACT 4 4 5 Yes (1) No Yes (4) No 2 
TOTAL 15 15 4 1 15 No 14 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
Table 12 
 
Burn Notice Episode 3 Blue Sky Results 
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
Miami 
ACT 1 3 3 Yes (1) No Yes (3) No 3 
ACT 2 2 3 Yes (1) No Yes (2) No 2 
ACT 3 7 4 Yes (1) No Yes (7) No 3 
ACT 4 4 1 Yes (1) No Yes (4) No 0 
TOTAL 16 11 4 No 16 No 8 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
 
! 47 
Necessary Roughness. 
 
Table 13 
 
Necessary Roughness Episode 1 Blue Sky Results 
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
Long 
Island/NYC 
ACT 1 6 6 Yes 
(5) 
Yes (1)  Yes (6) No 4 
ACT 2 3 10 Yes 
(3) 
Yes (2) Yes (3) No 7 
ACT 3 5 4 Yes 
(3) 
Yes (1) Yes (4) No 1 
ACT 4 6 2 Yes 
(3) 
Yes (2) Yes (5) No 2 
TOTAL 20 22 14 6 18 No 14 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
 
 
Table 14 
 
Necessary Roughness Episode 2 Blue Sky Results 
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
Long 
Island/NYC 
ACT 1 1 2 Yes 
(1) 
No Yes (1) No 1 
ACT 2 1 4 Yes 
(1) 
No Yes (1) No 2 
ACT 3 0 7 No No No No 4  
ACT 4 2 5 Yes 
(2) 
No Yes (2) No 0 
TOTAL 4 18 4 No 4 No 7 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
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Table 15 
 
Necessary Roughness Episode 3 Blue Sky Results 
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
Long 
Island/NYC 
ACT 1 2 2 Yes 
(2) 
No Yes (2) No 1 
ACT 2 1 5 Yes 
(1) 
No Yes (1) No 2 
ACT 3 3 6 Yes 
(3) 
No Yes (3) No 3  
ACT 4 1 4 Yes 
(1) 
No Yes (1) No 2  
TOTAL 7 17 7 No 7 No 8 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
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Suits. 
 
Table 16 
 
Suits Episode 1 Blue Sky Results 
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
NYC 
ACT 1 3 16 Yes (3) No Yes (3) No 4  
ACT 2 8 15 Yes (8) No Yes (8) No 7 
ACT 3 2 5 Yes (1) Yes (1) Yes (2) No 1 
ACT 4 0 5 No No No No 2 
TOTAL 13 41 12 1 13 No 14 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
Table 17 
 
Suits Episode 2 Blue Sky Results 
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
NYC 
ACT 1 1 4 I&0!J1) No 1 No 2 
ACT 2 3 5 I&0!J3) No 3  No 2 
ACT 3 1 3 I&0!J1) No 1 No 1 
ACT 4 1 4 No I&0!J1) 1 No 1  
TOTAL 6 16 5 1 6 No 6 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
Table 18 
 
Suits Episode 3 Blue Sky Results 
 
 Outside Inside Day  Night Sunny/Clear Rainy Shots of 
NYC 
ACT 1 2 4 No I&0!J2) I&0!J2) No 4  
ACT 2 0 6 No No No No 3 
ACT 3 2 6 I&0!J1) I&0!J1) I&0!J2) No 3  
ACT 4 4 5 I&0!J2) I&0!J2) I&0!J4) No 2 
TOTAL 8 21 3 5 8 No 12 
 
• Was the case or main problem in episode solved in a positive way? Yes. 
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Central Character. 
The second element of the Characters Welcome brand deals with the 
central character of the series. While all the characters are unique, there is a 
common thread between USA Network characters. The central character has 
unusual skills and usually is the best at what they do. The lead is somewhat 
quirky, but always likeable. As Bonnie Hammer states,   
We want our leading characters to be aspirational and great at what they 
do but with a bit of quirky dysfunction that makes them relatable. They all 
have a fun flaw. People want to relate to aspirational, upbeat characters 
who don’t view themselves as victims and aren’t Debbie Downers. 
(Snierson, 2009, DF) 
 
Also, “these shows typically feature well-meaning guys in a bad way getting a 
shot at professional reinvention” (Bellafante, 2011, ¶2). Therefore, in this 
subsection of the Findings, the main characters from the four selected series, 
Psych, Burn Notice, Necessary Roughness and Suits will be introduced plus their 
personalities and characteristics explored. Additionally, quotes from the 
characters and dialogue will be used to communicate the character’s point of 
view and voice.  
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Psych—Shawn Spencer. 
 
 
 
 
 
  
 
 
 
 
 
 
Shawn Spencer is a fake psychic detective and consultant to the Santa 
Barbara police department. He also created his own private detective agency 
with his lifelong best friend, Gus, called the very tongue in cheek name, Psych.  
 
Burton 'Gus' Guster: “You named your fake detective agency "Psych"? 
Why not just call it, "Hey, We're Fooling You and the Police Department, 
Hope We Don't Make a Mistake and Someone Dies Because of It"?”  
 
Shawn Spencer: “First of all, Gus, that name is entirely too long. It would 
never fit on the window. And secondly, the best way to convince people 
you're not lying to them is to tell them you are.”  
(Source: Psych pilot) 
 
Figure 8: Shawn Spencer. Source: USA Network 
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Shawn’s father was a detective while his mother is a psychologist. Shawn’s gift, 
his extraordinary powers of observation and deduction, is how he pulls off 
passing as a psychic. He notices little details that ordinary people would miss 
and is very successful at solving crimes for the Santa Barbara police department. 
His father trained him when he was young to hone his skills but Shawn decided 
not to follow in his father’s footsteps as a cop. Instead, a slightly immature 
Shawn has pursued a life filled with fun. He loves attention, is often over the top 
and throws caution to the wind. Despite these shortcomings, Shawn is dedicated 
to his relationships with his father, Henry, best friend, Gus, and girlfriend, 
Detective Juliet O’Hara. He also works hard to keep his secret, that he is not 
really a psychic, safe. 
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Burn Notice—Michael Westen. 
  
 
 
 
 
 
 
 
 
 
 
The following is the voiceover that begins every Burn Notice episode. It 
introduces Michael Westen and what happens when a spy is burned. 
Michael Westen: “My name is Michael Westen. I used to be a spy. Until...”  
voice on phone: [phone rings] “We got a burn notice on you. You're 
blacklisted.”  
Michael Westen: “When you're burned, you've got nothing: no cash, no 
credit, no job history. You're stuck in whatever city they decide to dump 
you in.”  
Michael Westen: “Where am I?”  
Fiona Glenanne: “Miami.”  
Michael Westen: “You do whatever work comes your way. You rely on 
anyone who's still talking to you. A trigger-happy ex-girlfriend...”  
Fiona Glenanne: “Shall we shoot them?”  
Figure 9: Michael Westen. Source: USA Network. 
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Michael Westen: “An old friend who used to inform on you to the FBI...”  
Sam Axe: “You know spies... bunch of bitchy little girls.”  
Michael Westen: “Family too...”  
Sam Axe: [phone rings] “Hey, is that your Mom again?”  
Michael Westen: “... if you're desperate.”  
Madeline Westen: “Someone needs your help, Michael!”  
Michael Westen: “Bottom line? Until you figure out who burned you... 
you're not going anywhere.” 
(Source: Burn Notice Opening Credits) 
 
Michael Westen is a Jason Bourne3 like character. He was a spy who was 
suddenly and unexpectedly “burned” or fired while on a mission and forced to 
return to his hometown of Miami, Florida. While stuck in Miami searching for 
answers as to who burned him, Michael becomes a reluctant hero. He becomes a 
freelance spy/private investigator to help those with unique problems. Michael 
is very resourceful and knowledgeable with spy information and throughout 
Burn Notice episodes, voice-overs are consistently used as Michael explains some 
sort of spy craft on combat, criminal psychology or engineering. For example, in 
the episode “Necessary Evil,” Michael says: 
Spies are surprisingly good recyclers. The ability to repurpose items in the 
field can often mean the difference between life and death. A broken 
eyepiece from a microscope can make the perfect disguise for a rifle sight. 
And a computer with a fried motherboard can house the magazine of an 
!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
3 Jason Bourne is the main character of three films known as the Bourne Trilogy. He was played 
by Matt Damon and was one of the top spies/assassins that worked for the U.S. government. 
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M-4 rifle. It’s not exactly separating your bottles and cans, but it’ll keep 
trash out of the landfill and possibly keep you out of the morgue.  
 
 
 
 
 
 
 
 
Michael uses this resourcefulness to his advantage when helping people. 
Michael Westen also has several trademarks that have been seen over the 
six seasons—expensive suits, aviator sunglasses, driving his father’s classic 
Dodge charger and constantly eating yogurt.  
Figure 10: Michael Westen using his spy craft. Source: USA Network. 
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Necessary Roughness—Dr. Danielle ‘Dani’ Santino. 
  
 
 
 
 
 
 
 
 
 
 
 
 
Dr. Dani Santino is a tough, attractive, and strong-willed therapist who 
lives in Long Island. She is a mother to two teenage kids but her life abruptly 
changes when she discovers that her husband was cheating on her. In the pilot 
episode, as her life begins to fall apart, Dani states,  
My Dad used to say life is like a football game. There’s winners and 
there’s losers. There’s grinders in the trenches. And superstars. No matter 
who you are, no matter how much protective gear you wear, at some 
point you’re going to get the living crap kicked out of you. And today was 
my turn. 
 
Figure 11: Dr. Dani Santino. Source: USA Network 
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Dani contends with a messy divorce and even dipping her toe back into the 
dating pool. Furthermore, Dani must learn how to pick up the pieces to her life 
and balance her roles, both personal and professional, as she becomes an in 
demand therapist to high profile clients including athletes and news anchors. As 
a therapist, Dani provides a tough love approach to therapy. In her own words, 
this is her own personal elevator pitch: 
Here’s what your Google search didn’t tell you. I’m a licensed therapist, 
hypnotherapist and substance abuse counselor. I was accepted by both 
NYU and Columbia into their doctorate programs but declined because I 
had two small children to carpool and a husband that expected dinner on 
the table every night. My specialties include chicken parmesan, cognitive 
behavioral therapy, hypnosis, and kicking my patients' butts. Beyond that, 
if you would like a money back guarantee then you should go buy a 
washing machine. (Source: Necessary Roughness pilot) 
 
 
! 58 
Suits—Mike Ross. 
  
 
 
 
 
 
 
 
 
Mike Ross is a twenty-something genius with a photographic memory. He 
is able to devour and regurgitate knowledge. As Mike puts it, “I like to read and 
once I read something, I understand it and once I understand it, I never forget 
it.” He is quick witted, has a big heart and street smarts. It was his dream to 
attend law school but his life was derailed when he was kicked out of college for 
helping a friend cheat on an exam. In a twist of events, Mike becomes a law 
associate at a high profile and cutthroat law firm in New York City. In the 
following dialogue, Mike convinces a partner at the law firm to hire him as an 
associate. 
Harvey Specter: “We should hire you. Jesus, I’d give you the 25 grand as a 
signing bonus.” 
Mike Ross: “I’ll take it.” 
Harvey Specter: “Unfortunately, we only hire from Harvard. And you not 
only did not go to Harvard Law School, you haven’t even gone to any law 
school.” 
Figure 12: Mike Ross. Source: USA Network. 
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Mike Ross: “What if I told you that I consume knowledge like no one 
you’ve ever met. And I’ve actually passed the bar.” 
(Source: Suits pilot)  
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Levity. 
The final component to USA Network’s Characters Welcome brand is a 
lighter tone and touch of humor. As executive Bonnie Hammer put it, “We’re 
entertainment. We’re escapism. We’re not dark. We give you a little levity” 
(Carter, 2008, D2). Additionally, on USA Network,  
Every show has a dollop of humor, from the laugh-out-loud scenarios of 
Psych to the subtle, sarcastic banter of In Plain Sight and Burn Notice. 
Where we could go dark and have a mea culpa scene, we often handle it 
with a wink, a nod, and humor attached, so it’s a moment of relief rather 
than depression. (Snierson, 2009, DK) 
 
Psych is “the lightest of the network’s shows and creator Steve Franks 
explains, “I always said that Psych is the study of fun, and how much fun is too 
much in your life” (Berg, 2010, DEE)? Shawn and Gus, the two leads of the show, 
often engage in outrageous and hysterical shenanigans. One example was 
dressing up as vampires when they insist a vampire is behind a streak of crimes.  
 
 
 
 
 
 
 
Figure 13: Shawn & Gus in “This Episode Sucks.” 
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Or it is simply evidenced in their dialogues, which are almost downright silly but 
subtly delivered. A prime illustration is the following exchange between the 
friends: 
Gus: “You don’t think it’s odd that Lassie jumped on our vampire 
bandwagon?” 
Shawn: “I’ve long since dreamt of Lassie jumping on board with one of 
my nutty theories but now that he’s actually done it I don’t know why I 
thought it would be so cool. It does feel odd.”  
Gus: “It’s like the road runner stopping and saying you know what Wiley 
you’ve earned this. Blow me up.” 
Shawn: “You’re saying the coyote has a first name?” 
Gus: “Yeah.” 
Shawn: “It’s not O-S-C-A-R?”  
Gus: “That’s baloney.” 
Shawn: “You’re baloney.” 
(Source: “This Episode Sucks”) 
 
In the three Psych episodes watched and analyzed, all of the crimes that took 
place were murders. However, compared to other more serious shows on other 
networks, the murders are far less grisly. Psych puts a twist on the crimes to 
make them lighter from first being hired to steal back a Darth Vader toy or their 
version of the big screen success The Hangover. 
Burn Notice also portrays the lighter tone of USA Network shows. It was 
originally written and pitched as a much darker show. It was set in Newark, 
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New Jersey and dealt with heavier topics like drug dealing or money laundering. 
However, the creator Matt Nix was asked to lighten the show, which he did, and 
“when you apply the “Characters Welcome” brand filter to it, it takes place in 
Miami” (Hampp, 2010, ¶8). Furthermore, Nix stated, “I found that setting this 
kind of dark character in this light place just naturally generated a lot of 
comedy” (Berg, 2010, D'L). Additionally, Matt Nix went on to say 
You take this guy who’s really interesting, and that you really like, and 
clip his wings and force him to be in a particular place. Using the burn 
notice was perfect, so he can’t leave the city that he’s in. Then he can use 
all these interesting things that I wanted to explore, except we’ll use them 
to help regular people. That really opened it up for me. And in a way it 
was more interesting than seeing a spy do spy things. (Berg, 2010, D'K) 
 
Like Psych, Burn Notice deals with crimes on a lighter level. In the three episodes 
watched, the show dealt with stealing a computer program, solving a murder 
and thwarting a warlord from building a missile. Burn Notice does differ from 
Psych in that it is has a slightly more serious tone. It does not have slapstick 
humor but more banter or one-liners and the humor that arises from Michael 
Westen helping others. The following are examples of this: 
Fiona: “So I'm just watching, no kicking down doors.” 
Michael: “No door kicking.” 
(Source: Burn Notice, “Necessary Evil”) 
--------------------------------------------------------------------- 
 
Michael: “Please Fi.” 
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Fiona: “Don't look at me like that; it's unsettling when you are that 
sincere! Fine, Yes! I will get the guns.” 
(Source: Burned Notice, “Damned If You Do) 
 
 Similarly to Burn Notice, Suits also utilizes deadpan and quick-witted 
banter amongst the characters that provide a lightness to the show. Two dialogue 
examples are below. 
Harvey: “Hey Donna, did you take care of that—“ 
[Donna hands him a folder] 
Harvey: “Also, I didn't have a chance to—“ 
[Donna hands him a coffee] 
Harvey: “...Marry me?” 
Donna: “I took care of that too—we've been married for the past seven 
years.” 
(Source: Suits pilot) 
 
--------------------------------------------------------------------------------------------------- 
 
Mike: “Would you admit it? You care about me. I saw you smile when I 
showed up for work this morning.” 
Harvey: “I didn’t smile. I was thinking of a funny joke. Look, we start on 
this tomorrow.” 
Mike: “Does this mean we are officially a team now?”  
Harvey: “I wouldn't move your things into Wayne Manor just yet.” 
Mike: “So, now you’re Batman?” 
(Source: Suits pilot) 
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However, from the episodes viewed—the cases dealt with on Suits does appear 
to be slightly edgier than the other shows with cursing and slightly heavier 
topics (drug dealing). Finally, Necessary Roughness is reminiscent of Burn Notice in 
that the humor arises from the situation that Dr. Dani finds herself in whether 
that be with her children, her mother or clients. They often cause a ruckus and 
her reaction can be humorous.  
In an interview with The Hollywood Reporter, USA Co-President Jeff 
Wachtel stated “there’s something very specific to each one of the shows, each 
episode of each show” (Ng, 2011, ¶7). He also explained, “each show has its own 
specific hallmark” (Ng, 2011, ¶5). Part of the levity and installment of each 
show’s hallmark begins with the opening credits used in each episode. Psych’s 
opening credits set up the viewer for the light tone of the show, which was 
already established as the lightest show currently on USA Network. This can be 
seen in figure 24, a screenshot from the opening credits.!! !!!!!!!!!Figure 14: Shawn & Gus in Psych Credits 
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The credits for each season differ with clips of the characters from episodes from 
the current season. Additionally, the lyrics of the song playing during the 
opening credits support the light and tongue-in-cheek tone.  
In between the lines there's a lot of obscurity. I'm not inclined to resign to 
maturity. If it's all right, then you're all wrong. Why bounce around to the 
same damn song. You'd rather run when you can't crawl. I know, you 
know, that I'm not telling the truth. I know, you know, they just don't 
have any proof. Embrace the deception, Lean how to bend. You're worst 
inhibitions tend to psych you out in the end. (The Friendly Indians, I Know 
You Know) !
Burn Notice takes a slightly different approach on the opening credits. To 
explain the franchise or the background of the show, each episode includes the 
narration by main character Michael Westen as to what a burn notice is and what 
that means to spies. The show is set in the scenic Miami and outdoor shots of 
Miami are often used throughout the episodes. Miami is also seen in the opening 
credits of the show. Below, Figure 15 is a screenshot from the Burn Notice 
opening credits. It occurs at the end of the credits and sets up the viewer to see 
more of Miami throughout the show. 
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The uniqueness of the opening credits continues with Necessary Roughness. 
These credits are much shorter than the other four shows—the viewer sees part 
of Dr. Dani sitting in her chair in her office and depending on the client, a prop 
will roll under her foot. For example, if it is an episode that deals with the 
football team, a football will roll under Dr. Dani’s foot. Figures 16, from the pilot, 
and Figure 17, from the episode, “Spinning Out,” illustrate this phenomenon in 
the Necessary Roughness opening credits. In Figure 16, there is a football under Dr. 
Dani’s foot while in Figure 17, there is a racecar.  
 
 
 
 
  
Figure 15: Screenshot of Burn Notice Opening Credits  
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Figure 16: Screenshot of Necessary Roughness Opening Credits in Pilot!
Figure 17: Screenshot of Necessary Roughness Opening Credits in “Spinning Out”!
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Suits’ opening credits are sleek, sophisticated and upscale, which match 
the posh world that the law firm is a part of. New York City, the setting of the 
show, is largely featured in the credits. Additionally, the credits are also tinted 
blue or orange depending on who or what section of the city is being shown. 
Figures 18 and 19 display New York City in both of the tints. 
 
 
Figure 18: Screenshot of Suits Opening Credits 
Figure 19: Screenshot of Suits Opening Credits 
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The next two screenshots, Figures 20 and 21, of the Suits opening credits come at 
the very end and highlight the relationship that is the focus of the show. 
 
 
 
 
 
 
 
Figure 20: Screenshot of Suits Opening Credits 
Figure 21: Screenshot of Suits Opening Credits 
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CHAPTER 6: DISCUSSION 
 Branding has grown to become a crucial tool in the media industry. 
Specifically, branding allows a company to communicate what its products offer 
and represent. It is a way to position itself against the competition and stand out. 
In the television industry, there are hundreds of channel options, both broadcast 
and cable, and the need to be distinctive is essential for success. As a 
consequence, branding on cable television is seen more and more. One cable 
network that has redefined itself using branding is USA Network. With their 
Characters Welcome brand, USA has transformed itself with new original 
programming and has become the number one cable network for six years 
running. In this case study, the goal was to analyze the relationship between the 
Characters Welcome brand and the original programming. This section will 
review the findings to determine if the programming is consistent with the stated 
components of the brand.  
Blue Sky  
The first element of the Characters Welcome brand is “Blue Sky,” which 
means that USA Network shows are positive with a touch of escapism. 
Furthermore, the shows are set in scenic locations and quite literally often use 
blue skies throughout their programming.  
To determine if the four selected shows, Psych, Burn Notice, Necessary 
Roughness, and Suits, contain the blue sky component, three episodes of each 
were viewed and certain elements were noted. Throughout the four acts in each 
episode, it was recorded whether a scene took place outside versus inside, if it 
was day or night, the weather and the number of shots of the cities where the 
show takes place. Additionally, it was noted if the case or main issue of the 
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episode was resolved or not in a positive way. If the show utilizes the blue sky 
component, it was expected that there would be more day and outside shots, the 
weather would be sunny or clear, the cities would be shown often and the 
episode would finish on a positive note. In this subsection of the Discussion 
chapter, the analysis of the Blue Sky findings is provided and it is established 
which series is the most blue sky.  
 First, all four series are set in scenic cities—Psych in Santa Barbara, Burn 
Notice in Miami, Necessary Roughness in Long Island or New York and Suits in 
New York. The cities play major roles in the four series and could even be 
considered supporting characters. From the results in the Findings chapter, the 
number of times each city was shown in the episodes was totaled. Table 23 
supplies the total shots of the cities for each series.   
 
Table 19 
 
Total Shots of Cities 
 
Show Total Shots of City 
Psych 16 
Burn Notice 38 
Necessary 
Roughness 
29 
Suits 32 
 
Burn Notice was the show with the highest number of times that the city, Miami, 
was seen in the three episodes.  
 Next, in the twelve episodes, the weather was noted. To qualify as blue 
sky, it would be most appropriate if the weather was clear and not stormy. After 
analyzing the findings, it appears that all four shows completely utilize this 
subset of the blue sky element of the Characters Welcome brand. In all twelve 
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episodes screened, the weather was always clear (at night) or sunny (during the 
day). Since no precipitation was seen in any of the episodes, this supports the 
fact that literal blue skies are used in USA Network series.  
Another subset of the blue sky component is whether a scene took place 
outside or inside. While logistically, television series must have a balance 
between outside and inside scenes, the blue sky element means that outside 
scenes should be emphasized in USA Network series. In Table 24, the totals of 
outside versus inside scenes from the Findings are displayed. Ultimately, after 
comparing the four series, it was determined that Burn Notice was the show with 
the highest number of scenes that took place outside and the lowest number of 
scenes took place inside. 
 
Table 20 
 
Outside versus Inside Totals 
 
Show Outside Inside 
Psych 27 46 
Burn Notice 48 42 
Necessary 
Roughness 
31 57 
Suits 27 78 
 
Additionally, in the Findings chapter, it was noted whether scenes in the 
episodes took place during the day or at night. To qualify as blue sky, the 
majority of scenes should take place during the day. In Table 25, the totals from 
the Findings comparing the day and night scenes are compared. Burn Notice had 
the least amount of scenes that took place at night and Necessary Roughness was 
the show with the most day scenes.  
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Table 21 
 
Day Versus Night Totals 
 
Show Day Night 
Psych 11 6 
Burn Notice 12 2 
Necessary 
Roughness 
25 6 
Suits 20 7 
 
 
Finally, in each episode, the case or issue was always solved in a positive 
way. In Psych, the murders were all solved and the murderers arrested. While in 
Burn Notice, a computer program is retrieved, a murderer arrested and a warlord 
taken down. This successful trend continued in new show Necessary Roughness as 
well. Dr. Dani was able to effectively treat three different patients, a football 
player, television new anchor and professional racecar driver. She also managed 
to solve all of the issues that arose in her personal life. Finally, the new law duo, 
Mike Ross and Harvey Specter, effectively completed their law cases. In essence, 
since all episodes predominantly had happy endings, this also supports the blue 
sky element of the Characters Welcome brand. 
 After analyzing the elements of the blue sky component throughout the 
twelve total episodes, it can be concluded that all four selected series fulfill this 
component of the Characters Welcome brand. However, of the four chosen 
shows, Burn Notice qualifies as the most blue sky given that it is the show with 
the highest total shots of cities, scenes outside, lowest scenes inside and least 
amount of scenes at night. It is also interesting to note that the two freshman 
series performed better in the blue sky tests than the oldest USA Network series, 
Psych. The oldest show, Psych, actually had the least number of shots of its 
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picturesque setting. Necessary Roughness and Suits also beat Psych for outside and 
day shots. This suggests that the new shows are continuing to uphold the blue 
sky component of the Characters Welcome brand.  
Central Character 
The second component of the Characters Welcome brand deals with the 
central character of the series. It is quite clear given USA’s success that “the 
network itself has provided characters that fans simply cannot help, but be 
transfixed by” (Steinberg, 2011, ¶5). To be a star on USA Network shows, main 
characters must be upbeat, slightly flawed or quirky, are second to none in their 
careers and always likeable. The characters on USA Network series are often 
receiving a major second chance in their lives, usually professionally.  
The four main characters that were profiled in the Findings section were 
Psych’s Shawn Spencer, Burn Notice’s Michael Westen, Necessary Roughness’ Dr. 
Danielle Santino and Suits’ Mike Ross. This section will utilize those descriptions 
as a starting point to analyze the four characters and see how well they fit into 
the second component of the Characters Welcome brand. 
Psych’s Shawn Spencer is the lightest of the four characters being analyzed 
and also the oldest central character since the show premiered in 2006. Despite 
his flaws of being immature, scoffing at responsibilities and at times acting 
downright goofy, he is always upbeat and believes in living life to the fullest. 
Also, his relationships are very important to him, which makes him relatable. 
Despite these flaws, Shawn is extremely likeable and entertaining, another USA 
requirement. This character on a different network could very easily be 
obnoxious and unlikeable but this is not the case. Additionally, Shawn Spencer is 
a fake psychic detective due to his extraordinary powers of observation. As a 
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consultant to the Santa Barbara police department, he is quite successful. In the 
three episodes observed, Shawn is essential to solving the cases and discovers 
clues that the detectives miss. Prior to his job as a psychic detective, Shawn did 
not hold a stable job. However, he got a second chance at a consistent career 
when he began posing as a psychic detective and helping the Santa Barbara 
police department. Given this analysis, Shawn Spencer completely fits the bill as 
a typical central character on USA Network.  
The next main character, Michael Westen, has a more serious 
temperament than Shawn Spencer, but also fulfills the requirements of the 
central character component of the Characters Welcome brand. Michael Westen 
is the best at what he does—he was a top spy for the government before they 
suddenly fired him. With this background, Michael has a unique skillset and 
thus is able to assist individuals in Miami with unusual or difficult problems to 
solve. For example, in one screened episode, Michael helps take down a warlord 
who wants to build a missile. Also, in another episode, he infiltrates a gang as a 
fake weapons dealer, and helps get the gang leader arrested. Another 
requirement for the second component of the Characters Welcome brand is 
second chances. Within Burn Notice, Michael has gotten a second shot both 
personally and professionally. He is able to form better relationships with his 
family, friends and romantically. However, one of his flaws is that relationships 
don’t come easy to him given his less than warm and fuzzy personality. Also, 
professionally, Michael takes on cases utilizing his one-of-a-kind skillset to help 
those in Miami while still searching for answers as to why he was fired from 
being a spy. It is interesting to note that Michael Westen is wholly different than 
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Shawn Spencer yet also fulfills the requirements of the central character 
component of the Characters Welcome brand.  
The next two main characters are Dr. Danielle Santino, and Mike Ross 
from the two freshman series Necessary Roughness and Suits. In many ways, the 
characters fill the shoes of the typical USA Network main character. However, 
after viewing the episodes, these two characters appear to be slightly different 
than the older ones.  
Dr. Dani is a typical USA Network main character that receives a second 
shot at reinventing her life. At the beginning of the series, she is at a very low 
point in her life but then that quickly changes and her career, as a therapist to 
high profile clients, is on the upswing. Additionally, Dani is redefining her 
personal life following her divorce and figuring out what she wants out of her 
life.  Since she balancing being a mother and a demanding career, this makes her 
relatable to many female viewers. Dani is highly demanding of herself, her 
family and clients. However, her never quit attitude and dedication is extremely 
endearing. As a therapist, Dani is very successful—in all three episodes screened, 
she is able to diagnose and positively treat all of her clients. These aspects all 
point to Dani Santino fulfilling the necessities of the second component, 
regarding central characters, of the Characters Welcome brand. However, there 
are a few ways that she differs from other typical USA main characters. Her 
character is edgier than other USA characters given how flawed her life is—she is 
dealing with a messy divorce, two teenagers constantly pushing her buttons and 
demanding clients. Her actions at times are racy such as her one nightstand in 
the pilot episode.  
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There is one other significant difference between Dr. Dani Santino and 
other USA Network main characters—the lack of a blatant partner that the main 
character shares most scenes with. This buddy element exists in the three other 
selected and analyzed series. M2!8.92:-!6/#,2!6@&21&)!/#0!N3).(2!OP30:!P30.&)-!/+0!$&0.!=)+&24!0+21&!1/+%4/((4!#24!@#).2&)!+2!./&+)!=#9&!@0;1/+1!4&.&1.+*&!#A&21;B!;/%4*
<"'32(=.*Q+1/#&%!?&0.&2:0!@#).2&)!+0!/+0!A+)%=)+&24-!R+(2#-!()!=)+&24!6#<!7C&B!744+.+(2#%%;-!2&,!4)#<#-!,/3'.>*=(%%(,0!./+0!@#..&)2!,+./!./&!)&%#.+(20/+@!$&.,&&2!Q+9&!S(00!#24!/+0!$(00-!T#)*&;!6@&1.&)B!T(,&*&)-!<(2(..&%9*?"/@:4(..*4+==&)0!0%+A/.%;!=)(<!./&!&0.#$%+0/&4!1/#)#1.&)!)&%#.+(20/+@0B!UAlthough it shares certain 
structural DNA with other USA series that feature strong female leads, Roughness 
still presents something of a departure from the network’s established buddy-
dramedy template” (Crupi, 2011, ¶4). As viewed in the three episodes, Dr. Dani 
has a full workload—she is “at the center of the action” and “every other 
character is defined by her relationship to them” (Lloyd, 2011, ¶ 6). Although 
Dani shares scenes with many different characters, she does not have a specific 
partner like the other USA series. 
The final main character is Mike Ross from Suits. He hasn’t had the easiest 
life—his parents died when he was young and his grandmother raised him. He 
fell into the wrong crowd in college and was kicked out for sharing an exam. 
Since then, he has struggled to make ends meet and take care of his 
grandmother. Ross, without a doubt, fits the USA Network main character mold 
of a well-meaning individual caught in a bad situation that receives a chance at 
professional reinvention. He goes from almost being caught selling drugs to an 
associate at an affluent law firm, a career path that he always wanted to pursue. 
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Mike possesses a photographic memory, which helps him to be successful as a 
law associate. He is able to remember nuances of the law that help him with his 
assigned cases. Ross is a bit rougher around the edges than other typical USA 
Network characters. For example in the viewed episodes, he attempts to sell 
drugs, is paid to take the law bar exam for someone else and even ends up 
secretly dating his friend’s ex-girlfriend. However, despite Mike’s flaws, he is 
very likeable. His mistake of almost being caught selling drugs is somewhat 
forgivable because he needed the money to take care of his grandmother. “Mike 
[is] a warm-hearted naïf who doesn’t know his inseam (he guesses it’s 
“medium”) and hugs the clients” (Lloyd, 2011, ¶4). Mike’s good-hearted nature 
is contrasted sharply with his pairing with his boss, Harvey Specter, who as seen 
in the screened episodes, does not like to get personally involved with his clients, 
crushing his opponents and buys into the importance of outward appearances. In 
other words, Harvey is “a stylish self-centered tactician with a nose for human 
weakness” (Lloyd, 2011, ¶4). 
Another noteworthy and significant difference between the older shows, 
Psych and Burn Notice, and the newer shows, Necessary Roughness and Suits—the 
immediate award recognition that the new shows have received. Both leads of 
Necessary Roughness and Suits were nominated for awards during this past award 
season. Patrick Adams, who plays Mike Ross on Suits was nominated for a 
Screen Actors Guild Award for Outstanding Performance by a Male Actor in a 
Drama Series. Additionally, Callie Thorne was nominated for a Golden Globe 
Award for Performance by an Actress in a Television series for her role as Dr. 
Dani Santino in Necessary Roughness. Also, actress Piper Perabo was nominated 
for a Golden Globe award for her role in the first season of Covert Affairs, which 
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premiered in 2010. Even though this show was not discussed throughout this 
study, this supports the trend that new USA Network shows are finally receiving 
acknowledgment from award shows and industry. 
Despite helping to establish the USA Network brand and increase the 
popularity of the network, the older shows like Psych or Burn Notice have not 
been commended with award nominations. “USA Network had been providing 
fan favorite programs for years without seemingly the hint of any type of 
acknowledgment during the major award season” (Steinberg, 2011, ¶ 3). 
However, “the nominations for the stars, and what it means for the shows in 
themselves, marks a huge leap for the USA Network in getting the accolades the 
network most definitely deserves. USA Network truly is a network with 
character” (Steinberg, 2011 ¶6). 
Following this analysis of the four main characters from the selected USA 
Network series, it can be stated that all four are extremely different and unique. 
But in their own individual way, they fulfill the requirements of the second 
component of the Characters Welcome brand. The two newest characters, Dr. 
Dani Santino of Necessary Roughness and Mike Ross of Suits, feature some new 
characteristics and deviate slightly from the characters of the earlier USA shows. 
This suggests that USA may be in the process of slightly tweaking this area of the 
brand. On this topic, Co-President Chris McCumber revealed,  
“there is a methodical, incremental way that we’re pushing out against the 
brand because frankly, you don’t want to abandon this huge fan base USA 
has. Yet you also want to continue to surprise them, so they become even 
more enamored with your network” (Ng, 2011,¶9).  
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In spite of the slight changes in the characters and perhaps the brand, it appears 
that the new characters are gaining significant awards recognition which is 
important for the network. 
Levity 
The last essential component of the Characters Welcome brand is the 
lighter tone and touch of humor that should be present in all USA Network 
series. The network prides itself on the fact that its shows are escapist. This third 
component means that although there are some serious scenes, typical USA 
series does not get into gritty murders or downtrodden areas of cities.  
Psych is the oldest series currently airing on USA Network and without a 
doubt, the lightest show currently on USA. As viewed in the three episodes, it is 
filled with laugh out loud and slapstick humor plus even at times downright 
silly dialogue. This is due to the constant zany and prankster behavior by main 
character Shawn Spencer and usually his best friend, Gus. For example, in one 
episode, which was sarcastically titled, “This Episode Sucks,” Shawn and Gus 
dress up as vampires and then try to convince the police that the main suspect is 
a vampire in disguise as a cat. Additionally, Psych’s opening credits and the 
theme song support the third component of the brand, the lighter tone, of the 
series. It displays humorous clips from episodes of the current season and the 
lyrics point to the often immaturity of the main character, Shawn Spencer. Given 
this analysis, Psych contains the third element of the Characters Welcome brand.  
The second oldest series on USA is Burn Notice. The show provides an 
escapist feel because it predominantly features the beach and outdoor scenes in 
the scenic Miami. This is also seen in the opening credits as Miami and its 
beaches are predominantly featured. With the main character, Michael, being a 
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spy and trained killer, the show certainly could have been much darker. 
However, this is not the case. The show was lightened and is now a perfect fit on 
USA. Much of the humor arises from the interaction between Michael, who is 
used to being somewhat of a loner as a spy, and the individuals in Miami. 
Michael is more used to his spy tactics like recycling guns rather than normal 
interactions with other normal individuals. Burn Notice differs from Psych with 
its humor. Instead of slapstick or more outrageous comedy, Burn Notice utilizes 
banter and witty one-liners. Considering this analysis, Burn Notice incorporates 
the third element of the Characters Welcome brand. 
The next series, Necessary Roughness, appears to have parts of the third 
component of the Characters Welcome brand but it has also become apparent 
that it may be slightly diverging from this established component. Similarly to 
the two oldest series, Psych and Burn Notice, the opening credits are a tool to 
prepare the viewer for the episode. As mentioned in the Findings, the opening 
credits of Necessary Roughness set up the viewer as to the client that Dr. Dani will 
be working with that episode depending on what prop rolls under her foot in her 
office.  
Additionally, Necessary Roughness does possess the touch of humor that is 
required in the third component of the Characters Welcome brand. There is 
comical or dry humor that arises in the series due to her relationships. For 
example, her children and her mother try to meet her famous client and even try 
to listen in on the session in the pilot episode. But Necessary Roughness does begin 
to deviate from the other USA Network series within this component due to the 
fact that it is pushing the envelope when it comes to sex when compared to the 
other selected shows. Necessary Roughness “is sexy from start to finish—and far 
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edgier than anything” (Masters, 2011, ¶3). else on the network currently. On this 
topic, Executive Producer Craig Shapiro stated: 
Sexiness was always the plan. USA wanted to push it a bit, so they’ve 
allowed us to go places they wouldn’t normally go, and everybody seems 
happy with that. However, he adds, the edginess only goes to a point, 
because we still want to keep things light. (Masters, 2011, ¶3) 
In the pilot episode alone, Dani catches her husband cheating on her and finds 
incriminating and racy photos on his cellphone. Also, Dani has a one-night stand 
and her client, professional football player, Terrence King, ends up in a strip club 
in Atlantic City, New Jersey. Another prime example is in the episode “Spinning 
Out” when Terrence King shows up with a stripper at Dani’s house at the same 
time as the court appointed observer shows up, which causes a few problems.  
The second freshman series, Suits, is also branching out when compared 
to other shows on the USA roster. However, it does have some similarities to 
older series when it comes to humor. Like in Burn Notice and observed in the 
episodes, Suits also contains a dry wit and sarcastic humor between the 
characters. Moreover, as in other USA series, the opening credits are used as a 
tool to establish the tone of the series. The credits are sleek, sophisticated and 
upscale, which matches the ritzy law firm in the series.   
Suits has slightly positioned itself away from other USA Network series.  
“There’s no question Suits represents a shift in approach for USA, which has 
prospered up till now using a formula of light, airy entertainment…Suits 
attempts to ground the formula somewhat and make it a little edgier (Blanco, 
2011, ¶1).” This show is distinctive in that it has toned down the levity, which is 
part of the third component of the Characters Welcome brand. The topics 
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handled in the series, plot devices and dialogue are much more mature when 
compared to the older two series analyzed. There is cursing, which wasn’t seen 
before in USA series. The heavier topics like doing or dealing drugs, blackmail, a 
sexual harassment case and sex were all seen in the three episodes screened.  
After this analysis, it is apparent that the two oldest shows, Psych and 
Burn Notice fulfill this third component of the Characters Welcome brand. Both 
shows have a lighter tone and humor throughout. In contrast, “then you’ve got 
Necessary Roughness and Suits pushing out and doing shows that are a little bit 
different” (Mitovich, 2011, ¶). The two freshman series possess a touch of humor 
throughout but have a much more serious tone than the others. The more mature 
dialogue and topics suggest a slight departure from this third component in the 
two freshman series.  
Future of USA Network’s Programming & Brand 
It is clear that USA Network has achieved much success and carved out a 
niche with its Characters Welcome brand and the way it permeates throughout 
the network, particularly within the original programming. The network will 
continue to air and launch new typical one-hour series, like the ones observed, 
that contain the three components of the Characters Welcome brand. However, 
the character driven network wants to continue to grow and is preparing to 
expand its programming repertoire into half hour comedies, reality and 
miniseries. The network may also change its approach in the way it schedules its 
programming. With this new programming, it appears that USA Network is 
trying to capitalize on its recent success and continue to develop. However, this 
does mean the network is venturing into uncharted territory and it is yet to be 
seen what these changes mean for the Characters Welcome brand. Only time will 
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tell if the new types of programming will fit into the current brand. Nevertheless, 
it is believed that the network is not abandoning the brand but simply trying to 
expand it or push out the boundaries to include new genres. Co-President of 
USA Chris McCumber supported this when he explained, “it’s about making 
sure we can build upon this brand and diversify the portfolio” (Mitovich, 2011, 
¶15). Therefore, the hope is that these new genres will attract new and different 
viewers to the network. An overview of the new programming that USA 
Network is launching is provided below.  
First, the network is expanding into comedy, specifically thirty-minute 
comedies. “The network acquired the off-network rights to Modern Family, which 
will debut in fall 2013, but it wants to launch original comedy before that” 
(Morabito, 2012, ¶13). USA will most likely launch a new original comedy by 
pairing it with one of its lighter hour-long series, such as Psych. USA has already 
“green-lit two comedies: one, from producer, Douglas McGrath, is an 
unsuccessful actor who sets aside his Broadway aspirations to visit his ailing 
father. The other, “Paging Dr. Freed,” revolving around two brothers who take 
over their father’s medical practice after his death (Molloy, 2012, ¶5). 
Next, USA Network will also enter the reality realm of television 
programming. It has ordered 9 episodes of a reality series entitled The Moment 
with Super Bowl MVP Kurt Warner as the host. The show will give individuals a 
second chance at careers they gave up on. “Each week, Warner will surprise 
someone nominated by a loved one and give him or her a chance to pursue 
dreams ranging from race car driving to orchestra conducting to deep sea 
diving” (Molloy, 2012, ¶3). In a statement on this show, USA co-presidents Chris 
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McCumber and Jeff Wachtel believe that this series is “a fresh take on personal 
and inspirational storytelling” (Morabito, 2012, ¶4).  
USA Network is also venturing into miniseries. Co-president Jeff Wachtel 
stated “you can be a little edgier, more provocative with a limited series. We 
want to kind of play in that world as well” (Morabito, 2012, ¶16). The first is a 
political miniseries entitled Political Animals slated for summer 2012. “Six-episode 
mini examines a former first lady who has become secretary of state and, while 
dealing with her own work issues, is struggling to keep her family together after 
leaving the White House” (Levine, 2012, ¶5). If the show is successful, there is a 
possibility that it will be picked up as a full series. A second miniseries, 
Succession, is also in development. It “centers on a scenario where following a 
devastating attack, the American power structure is shaken” (Levine, 2012, ¶2).  
Given that USA is branching out into several different areas of 
programming and continuing to also have their more typical one-hour shows, 
the network is aware of scheduling constraints. “USA Network finds itself with a 
high-class problem-disappearing shelf space for its many successful series” 
(Morabito, 2012, ¶1). Typically, USA has been known to break up the shows and 
air them in different seasons. “For years USA has aired half the episodes of its 
seasons in the summer and half in the fall or winter in an effort to keep the lights 
on at the network year-round” (Morabito, 2012, ¶2). Since the network has more 
programming than ever, it may decide against splitting up the seasons of certain 
shows from now on.  
Ultimately, their decision to split up a season or not will be based on the 
show’s creative, with action dramas that lend themselves to cliff-
hangers—such as Burn Notice and White Collar—probably remaining 
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halved, with lighter shows such as Royal Pains possibly running straight 
through. (Morabito, 2012, ¶5) 
 
Additionally, the network is looking to extend its original programming to 
Friday nights, “the night where USA launched its defining hit, Monk” (Morabito, 
2012, ¶1). Two shows, with female leads, In Plain Sight and Fairly Legal will now 
air on Friday nights. Co-president Jeff Wachtel said, “broadcast networks often 
retreat to Fridays; that’s where they put the shows that are tentative or they are 
playing off. We’re not doing it that way. We’re putting some of our best stuff on 
Friday” (Morabito, 2012, ¶10). Despite the possible changes in scheduling, the 
network’s programming goal is as follows: 
Our target is not to be on a broadcast network schedule in primetime. We 
think the hand-crafted nature of our shows leads to the consistent quality, 
and you can’t overdo it. So, we don’t care about five-, six-nights-a-week, 
52-weeks-a-year. We want to be a network that’s on all four seasons, and 
basically has a presence throughout the week. (Mitovich, 2011, ¶15) 
Limitations & Recommendations for the Future 
 Despite all of the information and analysis provided by this case study, 
there are a few limitations of the study worth mentioning. Only four USA 
Network series were looked at—the two oldest and the two newest. 
Additionally, only three episodes of each show were observed. A 
recommendation for a future study and to perhaps gain a more in-depth or well-
rounded study would be to take a look at all currently airing USA Network 
series. Additionally, one could include Monk, a show that doesn’t air right now, 
but was an important series since it was the first that helped to define the 
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Characters Welcome brand. Furthermore, more episodes could be viewed. 
Another recommendation would be to use the entire season of each series as 
comparison. One could compare the first full season of a series to the current 
season of the series. This could paint a picture of the brand, gain larger results 
and see if or how the brand has evolved. 
Conclusion 
Given all of this information, both findings and discussion, there are a few 
inferences that can be drawn. As a rule, brands are pivotal to cable television 
networks and allow the network to carve out their own distinct personality. In 
2005, the commencement of the Characters Welcome brand on USA Network 
solved an identity crisis and gave the network a voice and a vision. It redefined 
the network, helped it to grow in popularity and become the number one cable 
network. This is simply illustrated by the fact that in 2011, USA “had eight of the 
top 20 original series, including newcomers “Suits,” “Necessary Roughness,” and 
“Fairly Legal,” along with the reliable WWE Monday night franchise…Its 
originals, led by “Royal Pains,” also were the most heavily time-shifted series.” 
(Levin, 2012, ¶3) The character driven brand is all encompassing and the brand 
permeates throughout the entire network. The goal of this study was to test this 
relationship and to illustrate the importance of the brand to the network, 
especially in the original programming. 
The Characters Welcome brand is composed of three components—(1) 
Blue Sky, (2) upbeat central character with a unique career and (3) levity. Four 
original series, the two oldest Psych and Burn Notice, and the two newest, 
Necessary Roughness and Suits, were viewed to see if they contained these 
components. In regards to the first component, Blue Sky, all four series contain 
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this requirement. The series are set in scenic locations, the weather was always 
clear or sunny, and majority of the scenes took place during the day. After 
comparing all of the Findings data related to Blue Sky, Burn Notice is the most 
Blue Sky show out of the four.  
The second component, which deals with the central character, Psych’s 
Shawn Spencer and Burn Notice’s Michael Westen perfectly satisfy all of the 
requirements. However, the two other characters, Dr. Danielle Santino of 
Necessary Roughness and Mike Ross of Suits comply with most of the 
requirements but also appear to be deviating from the norm. Both characters are 
edgier than the two oldest characters on USA Network.  
The final component of the Characters Welcome brand deals with the 
levity of the series and the touch of humor that should be seen. All four series do 
contain humorous moments. Nevertheless, differences arose while looking at the 
tone of the series. Psych and Burn Notice both possess the lighter tones that are 
expected of USA Network series. However, Necessary Roughness and Suits 
illustrate a change since they feature more mature plot and dialogue.  
Following the analysis of the findings, some conclusions can be made 
about the relationship between the Characters Welcome brand and the original 
programming. All three components are seen in Psych and Burn Notice and 
additionally, the first component, blue sky, is also clearly seen in Necessary 
Roughness and Suits. Conversely, the last two components, main character and 
levity of the series, are not as completely seen in the new series. It has become 
evident that the newer series represent some changes in or deviation from the 
brand while the two older shows have stayed true to the brand. Therefore, the 
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new series on USA may exemplify a slight shift in the Characters Welcome 
brand. 
After acknowledging the changes in the brand in the two freshman series, 
more changes may be ahead on USA as they venture out into new areas of 
programming including reality, half-hour comedies and mini series. This 
suggests that USA is looking to capitalize on its success and revamp the 
Characters Welcome brand so that is more comprehensive.  
Overall, USA has “become a passions brand. If you can build a passion 
and build on what your consumer loves, if they’re passionate and trust in the 
brand, it’s more powerful than anything else” (Hampp, 2010, ¶11). The 
Characters Welcome brand successfully redefined USA Network. However, the 
brand appears to be evolving and in an effort to keep their series fresh and not 
repetitive, there will be more changes seen on the network in the future. Yet, 
USA Network is a character driven network and although slightly different 
characters may emerge in the future, character will always remain paramount 
above all else.   
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Appendix A: Episode Synopses 
 
 
 
 
“Psych” 
 
Psych Season, Episodes, Date Aired and Ratings 
 
Season Episode Title & Number Date Aired Ratings (18-49)* 
6 Shawn Rescues Darth Vader 
(1) 
10/12/11 1.0 
6 Last Night Gus (2) 10/19/11 1.0 
6 This Episode Sucks (3) 10/26/11 1.1 
*Source: TV by the Numbers 
 
Episode 1: Shawn Rescues Darth Vader. 
 
Act 1. 
 
The episode opens with Shawn Spencer and Burton ‘Gus’ Guster working 
on an unusual case for their psychic detective agency—retrieving a Star Wars 
toy, Darth Vader, for a young client. Shawn sneaks into an Ambassador’s house 
during a party to retrieve the toy but stumbles across a dead woman.  
 
Act 2. 
 
 Later, at the police station, Shawn has a “psychic vision” to inform the 
detectives about the murdered woman. The victim was Annabeth York, a 
member of the Ambassador’s staff who was in town working to clear an innocent 
British exchange student, Colin, of the murder of his girlfriend. The coroner 
reveals that Annabeth was strangled but the marks match the marks of the 
murdered girlfriend, meaning that the same person killed both women. Shawn is 
suspicious of the Ambassador but after investigating realizes he is innocent. In a 
surprising move, the Ambassador hires them to investigate the murder.   
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Act 3. 
 
 With the Ambassador’s help, Shawn and Gus learn that Annabeth wanted 
to discuss Colin’s case the night she died. Also, that her murderer was most 
likely a guest at the party. They propose a new suspect—Colin, the exchange 
student. Shawn and the Santa Barbara PD check out Colin’s house, which is also 
the home of his host family and the Ambassador’s public affairs officer. But the 
police arrest the Ambassador’s assistant after her DNA is found on the body. She 
admits to moving the body but Shawn still thinks Colin is the murderer. The act 
comes to an end with the stakes raised because Detective Lassiter has been sent a 
picture of Shawn at the Diplomat’s party and questions his psychic abilities.  
 
Act 4. 
 
 Shawn is hooked up to a lie detector test and interrogated about being a 
psychic. He somehow passes the test—convincing the detectives that he is a 
psychic and that it wasn’t him in the picture. By using his special gift he notices a 
line on the picture that he connects to the printer at the host family’s home that 
Colin is staying at. Thus, Shawn realizes that Colin wasn’t the murderer but it 
was in fact the Ambassador’s public relations officer, who is arrested. The 
episode closes with a typical Psych flashback showing Henry Spencer teaching a 
young Shawn how to beat a lie detector test. 
Episode 2: Last Night Gus. 
Act 1. 
 This Psych episode is their take on the film The Hangover. It begins at a 
boring retirement party for an older cop at a bar. To try to liven up the party, 
main character, Shawn Spencer, gives us a toast and then orders some drinks. 
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Cut to the next morning at the Psych detective agency office, Shawn, Gus, 
Detective Lassister and the coroner Woody all wake up with different ailments 
(missing clothes, banged up car, black eye, powder all over face) and cannot 
remember what happened the previous night. Shawn has a brief video recording 
on his phone of them with a random man. Soon after, they get called into work at 
the Santa Barbara police department for a murder case. The victim turns out to 
be the mysterious man from the video on Shawn’s phone and may have been 
shot by Detective Lassister because his gun is missing the same number of 
bullets. 
Act 2. 
 Shawn and the gang set out to discover what happened the previous night 
and who killed the victim. It turns out they were drugged and that’s why they 
can’t remember. They head back to the bar to try to get some answers. Gus 
encounters a woman he met the night before and exchanges phone numbers. 
Shawn realizes they went to a donut shop after the bar. While there, he comes to 
a surprising realization—the victim was a private investigator. Shawn finally 
thinks he knows everything that happened last night when a donut shop 
employee pulls a gun and yells that they killed Bobo. 
Act 3. 
 They learn that Bobo is the giant donut figurine that they knocked over 
and Detective Lassister shot last night. This means he didn’t kill the victim. 
However, they learn there is another victim. Shawn realizes that the two dead 
men knew each other—the private investigator was hired by the second victim to 
investigate his wife. Shawn receives a phone call from his father, Henry, who 
woke up at a motel and also can’t remember the previous night. It turns out he 
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was out with Shawn and the rest of the group last night. Shawn heads to pick 
him up at the motel and together they realize they had tracked the second 
victim’s wife to the motel. Gus heads off to spend some time with the woman he 
met last night while the others brainstorm at the police station. They use pictures 
that the P.I. took and see that the wife met with an elusive criminal, who most 
likely wanted to stay under the radar. He has a partner, his daughter, who is the 
same woman that Gus met and is currently with. 
Act 4. 
 At Gus’ apartment, the daughter drugs Gus again and her father shows 
up with a gun to kill him. Since Gus is drugged, he is not afraid and 
unknowingly stalls them. Shawn and the police show up and a shoot off ensues. 
Gus saves the day by hitting the criminal over the head and knocking him out. 
He is arrested and the episode ends happily with the replacement of Bobo at the 
donut shop. 
Episode 3: This Episode Sucks. 
Act 1. 
 Detective Lassister meets an attractive woman at a bar with an unusual 
necklace but she disappears. Then a caped person attacks a man in parking lot. 
The next day at the crime scene, Shawn and Gus notice that the victim is very 
pale, has puncture wounds on his wrist and neck and there is no blood—they 
immediately suspect a vampire killed him. Lassister also notices the same 
unusual necklace that the woman he met was wearing in the victim’s hand.  
Act 2. 
 Lassister begins his own investigation into finding the mysterious woman. 
While Shawn and Gus take Detective Juliet O’Hara to a vampire themed bar. The 
! 104 
bartender says he received a call from a customer asking him to sell a pint of real 
blood. They use the caller ID to track down the person. Meanwhile, Lassister has 
found his mysterious woman, Marlowe, who still has her necklace. Shawn, Gus 
and Juliet also show up at Marlowe’s house because the call from the vampire 
bar was traced there. But Marlowe says it must have been one of her roommates. 
They first pursue the wrong roommate but Shawn then recalls an address on a 
scrap of paper. They head to the location (blood bank) and see a hooded figure 
steal blood. Detective O’Hara finds Marlowe’s fake nail. She presumes that 
Marlowe is a criminal and then we see her with Lassister.      
Act 3. 
 Shawn, Gus and Juliet question Marlowe and then search her house. They 
find the blood from the blood bank, which she admits taking. However, another 
person was attacked but survived which means Marlowe is not the murderer. At 
the hospital, Shawn uses his gift and notices that all victims have rare O-negative 
blood. Shawn and Gus surmise that the murderer has a strange disease that 
needs constant blood transfusions but has lost his insurance so he’s stealing 
blood. Meanwhile, Marlowe talks to Lassister from jail and tries to warn him but 
when Lassiter answers his front door he is attacked. 
Act 4. 
 Shawn and Gus were correct with their theory—it turns out Marlowe’s 
brother has the disease and has been attacking people to gain the O-negative 
blood. Since Lassister also has O-negative blood, this is the reason he was 
attacked. But Lassister manages to fights off Marlowe’s brother and arrests him. 
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“Burn Notice” 
 
Burn Notice Season, Episodes, Date Aired and Ratings 
 
Season Episode Title & 
Number 
Date Aired Ratings (18-49)* 
5 Damned If You Do 
(13) 
11/3/11 1.0 
5 Breaking Point 
(14) 
11/10/11 1.0 
5 Necessary Evil 
(15) 
11/17/11 0.8 
*Source: TV by the Numbers 
 
Episode 1: Damned If You Do. 
Act 1. 
 Michael Westen learns from the CIA that he is being evaluated to possibly 
receive a higher security clearance. He then meets with Anson, the man who 
burned him and has evidence to frame falsely frame Fiona for a bombing. Anson 
blackmails Michael to retrieve a computer program that will erase his name from 
the CIA computer system. Michael and Fiona will go to Puerto Rico to find the 
creator of the computer program, Oswald Patterson. 
Act 2. 
 Michael and Fiona grab Oswald from Puerto Rico and bring him back to 
Miami. He claims that his program was confiscated but his associate has the 
access cards. Michael and Fiona take Oswald to his associate’s house, an ex-
girlfriend. But it turns out the access cards are hidden in a TV that is in storage. 
However, things turn sour when a coke dealer, who wants to hurt Oswald, 
shows up. Luckily, Michael is able to get them out safely. 
Act 3. 
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 Michael and Oswald retrieve the access codes from the storage place. Just 
as Michael is about to use the codes at the government building to get the 
computer program, Oswald stops him. Apparently if someone uses the access 
codes, government trackers tag the individual. This is a problem because now 
Michael can’t get the program for Anson.  
Act 4. 
 Michael comes up with a solution—trick the drug dealer, Xavier, into 
going in and getting the computer program. Xavier gets the program, Michael 
forces him to let him make a copy of it and then Xavier is arrested. Michael is 
approved for the higher security clearance. Anson tells Michael that he must put 
the computer program into the CIA computer to remove his name from the 
system. 
Episode 2: Breaking Point. 
Act 1. 
 Fiona does not want Michael to continue to do Anson’s bidding. She 
wants figure out a way help Michael be free of Anson—she plants a tracker on 
Anson’s car to follow him. Michael receives some bad news that his best 
childhood friend, Andre, was killed. The friend’s brother, Ricky, enlists Michael 
to find out who killed him. 
Act 2. 
 Fiona and Sam are on a mission to find out where Anson is living. Michael 
traces some phone calls on Andre’s phone to a friend, Dolly. She says that a gang 
member, Dion, killed Andre. The plan is to get close to Dion to take him down. 
Jesse poses as a weapons dealer and Dion agrees to the fake weapons deal. 
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However, Michael’s plan goes downhill when Dion’s fellow gang members kill 
their witness, Dolly. 
Act 3. 
 With the plan failing, Michael wants Ricky to get out of town for his own 
safety. Ricky is furious because Dion gets to go free even though he killed Andre. 
Michael plans to meet with Ricky again but before leaving town Ricky tells Fiona 
to not let Michael go to the meeting. Fiona then discovers that Ricky made a 
bomb to kill Dion and the rest of the gang. 
Act 4. 
 After some convincing, Ricky tells them where the bomb is hidden and 
Michael decides to use it to his advantage. At the meeting with the gang, Michael 
sets it up so it looks like Dion set off the bomb and tried to kill his fellow gang 
members. He then tells Dion he has two choices: to turn himself into the cops to 
make a full confession or deal with his spiteful gang. Dion ends up making a full 
confession. Sam and Fiona do find Anson’s apartment and an elite antenna that 
he uses to send messages. The episode ends with Michael completing Anson’s 
task by entering the computer program into the CIA’s computer system. 
Episode 3: Necessary Evil. 
Act 1. 
 Michael and Fiona are able to hack Anson’s antenna to eavesdrop on him. 
However, they discover some bad news that Anson has made calls to Michael’s 
Mother’s boyfriend, Benny. Fiona will watch Benny while Michael receives a CIA 
assignment—to run an op with Sam and Jesse to see if a weapons engineer has 
gone rogue.   
Act 2. 
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 It turns out weapons engineer, William Resnick, has not gone rogue and is 
being held hostage by a Libyan warlord to build a missile. The warlord, Joseph 
Kamba, has kidnapped Resnick’s daughter to force him to build the missile. Sam 
and Jesse pose as microchip experts to get inside the facility where Resnick is 
being held. They claim they have the wrong microchips and Kamba suggests a 
new arrangement—he keeps Jesse until Sam comes back. Meanwhile, Fiona and 
Michael believe that Anson is using Benny to spy on them. Unfortunately, 
Michael has to break the news to his mother, who is very upset. 
Act 3. 
 Michael tracks down the location where Resnick’s daughter is being held. 
Sam gets back inside the facility and Michael buries guns near the electric fence 
outside the factory. Sam and Jesse convince Resnick to hurt his hand that way 
they can stay to protect him. They also convince Kamba that the electric fence is 
interfering with the missile so they need to move it back. Meanwhile, Michael’s 
mother does some snooping of her own and discovers proof that Benny was 
spying on Michael. She then plants a listening device on his phone. The stakes 
are suddenly raised when Kamba moves Resnick’s daughter to the warehouse 
and gives them two hours to finish the missile. 
Act 4. 
 Luckily, Michael and Sam come up with a new plan to save the day. With 
a planned gas pipeline explosion, Sam convinces Kamba that his men have 
turned on him and that they should leave. Sam also has Resnick set the missile to 
explode. As they head outside, Kamba is distracted by the explosion and Sam 
and Jesse are able to get the upper hand on him. The case is solved but the 
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episode ends on a sour note when Anson kills Madeline’s boyfriend, Benny, by 
sending him a bomb.  
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“Necessary Roughness” 
 
Necessary Roughness Season, Episodes, Date Aired, and Ratings 
 
Season Episode Title & 
Number 
Date Aired Ratings (18-49)* 
1 Pilot 6/29/11 1.4 
1 Anchor 
Management 
7/6/11 1.3 
1 Spinning Out 7/13/11 1.1 
*Source: TV by the Numbers 
 
Episode 1: Pilot. 
Act 1. 
 In the pilot, we meet Dr. Dani Santino, a wife, mother and therapist, living 
in upscale Long Island. However, she realizes that her husband, Ray, has been 
cheating on her and demands a divorce. Six weeks later, Ray is contesting the 
divorce, frozen the credit cards and closed their bank accounts. To get her mind 
off of things, her friend takes her out and suggests she start dating again. Dani 
ends up spending the night with Matthew, a trainer for the professional football 
team, the New York Hawks. He learns that she is a therapist and uses hypnosis 
as a technique, Dani uses hypnosis to try to help him quit smoking. Later as Dani 
is fretting over money, she receives a phone call from Matthew asking her to 
come to the Hawks practice facility. She meets with the head coach and is offered 
her first high profile client—the team’s star wide receiver, Terrence King (TK) 
Act 2. 
 Terrence has been playing poorly and getting into trouble. The team 
hopes Dr. Dani can help with this. TK is not thrilled about therapy but goes 
along with it. At home, Dani is dealing with her daughter, Lindsay’s bad grades. 
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She also tells Matt that they must only have a professional relationship while she 
is working with TK. However, TK’s performance on and off the field has not 
improved. At an emergency session with Dr. Dani, TK reveals his troubled 
youth—his mom overdosed and then his father put him into foster care as a 
child. An upset TK storms out of the session and disappears. 
Act 3. 
 Dani’s divorce proceedings are not going smoothly with her husband 
challenging her for custody of the children. The team’s go-to man, Nico, tracks 
down TK in a strip club in Atlantic City and brings Dani to try to convince TK to 
get off his path of self-destruction but he does not seem receptive. TK continues 
to not show up for practice and does not communicate with the team.  
Act 4. 
 However, TK finally does surface at Dani’s son, Ray J’s high school 
football game. TK asks Dr. Dani to accompany him to visit his mother’s grave. 
Dani faces another setback at home—Lindsay was arrested for driving the car 
without a license and hitting the drive through speaker at McDonalds. Dani 
decides that she needs to spend more time focused on her family rather than the 
clients and decides to quit. But first, she attends the Hawks game and TK has a 
breakout game, meaning that the therapy has paid off. As she is going to quit, 
Lindsay stops her. Dani learns that TK has agreed to see her two times a week 
and they will want to send her more high profile clients. 
Episode 2: Anchor Management. 
Act 1. 
 The episode begins with a news anchor, who on live television laughs 
when reporting about a war story. At home, Dani is dealing with Lindsay 
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wanting to date, her ex-husband contesting the kids visitation schedule and her 
friend encouraging her to attend a singles-only dinner party. Professionally, Dani 
also deals with TK, who has injured his knee.  
Act 2. 
 At home, Dani relents and tells Lindsay she can go on a date if Dani meets 
the boy and approves. Then, Dani starts therapy sessions with Griffin Page, the 
television anchor. Since his mistake, he has been taken off the air and could lose 
his job. She takes him back to the television station to try to discover what 
triggered his behavior. Dani believes that Griffin is afraid that he is not cut out 
for the responsibility of the job. However, Dani learns from Griffin’s wife that he 
has not revealed all of his symptoms including drinking, insomnia and rage. 
Meanwhile, TK is very unhappy that the team has benched him for Sunday’s 
game because of his injured knee. He lashes out on Twitter and demands to be 
traded. 
Act 3. 
 Dani decides to let Lindsay go on her date. Things with Griffin escalate—
he shows up drunk to an appointment. Meanwhile, the team has done some 
digging regarding TK’s knee injury. It turns out he hurt it while fooling around 
with a motorcycle. Since owning a motorcycle is a breach of contract, the coaches 
want to use this to get TK to back down on his demand of a trade. Yet, Dani has a 
different suggestion—give TK what he wants and maybe that will change his 
mind. Griffin shows up again at Dani’s house with news that he has suddenly 
decided to go to a dangerous warzone for the network. Dani thinks he is running 
away from issues. Dani decides to attend the singles party but learns from 
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another parent that Lindsay lied about her date and introduced her to a different 
boy. The Hawks announce that TK may be traded to Minnesota and TK panics.  
Act 4. 
 Dani crashes Lindsay’s date. It turns out Lindsay lied since her date looks 
like a punk (pierced lip, purple hair) but really has a high GPA and works at his 
Dad’s law firm. While talking about Lindsay, Dani realizes what is plaguing 
Griffin—he has paternal post partum depression since the birth of his young son. 
Dani convinces him not to run away but to stay for treatment and deal with 
feelings. This also will allow Griffin to go back on the air and have no problems. 
Later, TK shows up at Dani’s house for a session. He is upset about the trade and 
says he acted out because he wants some control over his life. Dani explains that 
he now has a choice and TK decides to reject the trade and stay with the Hawks. 
Finally, Dani patches things up with Lindsay by inviting the boy over that she 
likes and giving him a chance despite his outward appearance. 
Episode 3: Spinning Out. 
Act 1. 
 One early morning at Dani’s home, Dani tells Lindsay that she can’t go to 
a party. This week, the court appointed observer, who decides who gets custody 
of the kids, begins her observation. TK is having issues with another wide 
receiver, Shane Gibbons. Dani has a new client—race car driver, Billy “The Kid” 
Rhodes who crashed and hasn’t driven since. The owner of the football team, the 
Hawks, is also the driver’s sponsor and wants him ready for the next big race, 
which is in ten days. 
Act 2. 
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 Billy Rhodes is reluctant to undergo the therapy but since his panic attacks 
are severe he begins to relent. Dani learns that the panic attacks started when his 
car was illegally tapped in race, which caused him to crash. Dani wants to 
remind him what he enjoyed about racing. With her other client, TK gets some 
homework to focus on himself not his other teammate. However, TK takes this 
too far and steals the other wide receiver’s girlfriend, causing a locker room 
brawl. Meanwhile, Lindsay is plotting to throw a house party while Dani attends 
a Hawks charity event.  
Act 3. 
 Dani continues therapy with Billy but this time has him get back in a 
racecar and out on the track. He seems to do well but then afterwards he asserts 
that he is done racing forever. Dani has another therapy session with TK and 
questions why he continues to act out and hurt himself and the team. But the 
negative behavior continues when another fight has to be broken up between the 
players at the charity event. But Dani must rush home when she learns the police 
are at her house breaking up her kids’ party. Also, the court appointed observer 
shows up as the party is being broken up. 
Act 4. 
 Dani has a heart to heart with her kids about being able to live together. 
TK shows up late at Dani’s house to tell her he’s figured out that he just wants to 
be liked and it is scary that he could lose his position to the younger teammate. 
Back with Billy, Dani advises him that he needs to stand up to the older driver 
that tapped his car in the previous race. Billy does so and is able to overcome the 
panic attacks. He races in the Pocono 500 and places second. Meanwhile, TK 
makes up with his teammate. Finally, despite problems, the court appointed 
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observer decided that Dani should have primary custody of the kids.
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“Suits” 
 
 
Suits Season, Episodes, Date Aired and Ratings 
 
Season Episode Title & 
Number 
Date Aired Ratings (18-49)* 
1 Pilot (1) 6/23/11 1.6  
1 Errors and 
Omissions (2) 
6/30/11 1.2 
1 Inside Track (3) 7/7/11 1.3 
*Source: TV by the Numbers 
 
Episode 1: Pilot. 
Act 1. 
 Harvey Specter, one of the best attorneys in New York City, works at 
Pearson Hardman law firm. After closing a case, Harvey learns that he is being 
promoted to senior partner and will have to hire an associate. Meanwhile, 
another character, Mike Ross, is also introduced. He took the bar exam for 
another student and is in need of money to take care of his sick grandmother. 
Mike’s friend, Trevor, sells drugs for a living and Mike agrees to one job for the 
money for his grandmother. But what Mike doesn’t know is that Trevor could be 
sending him into a setup by the cops.  
 Harvey and Mike both end up at the same hotel—Harvey is conducting 
associate interviews and Mike to deliver the drugs. Mike realizes that he is being 
set up and is then mistaken as an associate interviewee. When the drugs fall out 
of his briefcase, Mike tells Harvey what happened. Mike impresses Harvey with 
his photographic memory, that he has passed the bar exam even though he 
hasn’t gone to law school. Mike also admits he lost his scholarship in college but 
always dreamed of being a lawyer. In a surprising move, Harvey decides to give 
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Mike a shot as his associate but they will both lie saying Mike went to Harvard 
Law School.    
Act 2. 
 Mike shows up for his first day of work and receives orientation from a 
paralegal, Rachel. Meanwhile, Harvey is chided by his boss, Jessica, for a case 
that went wrong. She gives him a pro bono case to complete but he passes it off 
onto Mike. It is a sexual harassment case and the client was fired after her boss 
made advances on her. Mike has to learn on his feet about being a lawyer. In the 
company’s personnel files, Mike finds a possible second victim and he convinces 
her to testify. 
Act 3. 
 However, it does not go according to plan with this second victim. During 
her deposition, an arrest from her past is brought up and she is portrayed as a 
liar. After the deposition, she is upset and refuses to continue to be a part of the 
case. Things continue to go downhill, a frustrated Mike considers quitting. 
Harvey tells him that if he shows up in the morning that he knows he still has an 
associate.  
Act 4. 
 Harvey realizes what happened with the second victim—she was a plant 
by the company. She was not an employee or harassed but was paid off to help 
the company win the case. With this new information, Mike and Harvey confront 
the company and win the case—they receive an admission of guilt and reinstate 
their victim at her job. The episode concludes with Mike and Harvey 
acknowledging that they are officially a team. 
Episode 2: Errors and Omissions. 
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Act 1. 
 Mike and Harvey’s client is an inventor named Wyatt, who is looking to 
sell a prototype of a new cell phone. Mike is told to file a patent for the phone. 
But since he doesn’t know how to he makes a deal with another associate—Mike 
will proof briefs in exchange for filing the patent. However, Mike gets the short 
end of this deal because the number of briefs is massive. Another partner, Louis, 
who is in charge of the associates, requests that Mike have lunch with him the 
next day. The patent ends up being filed too late and is denied. 
Act 2. 
 Mike and Harvey rush to file an injunction against the company that filed 
the patent first. But the injunction is denied and the judge seems to have it out 
for Harvey. Afterwards, Harvey confronts the judge, who says that Harvey had 
an affair with his wife. However, Harvey never slept with his wife. Back at work, 
Mike is swamped with dealing with the patent issue but Louis insists that he go 
to the club to play tennis and for lunch. It turns out Louis wants to use Mike to 
woo a prospective client, Tom Keller, a creator of a multi-million dollar fantasy 
football company. Louis claims that Mike failed a drug test and that he wants 
him to smoke pot with Tom to try to land him as a client or else he will be fired. 
Meanwhile, the judge for the injunction case is attempting to blackmail Harvey. 
Act 3. 
 Mike returns to work high from smoking with Tom. Harvey sees that he is 
high and kicks him out. Mike confides in Rachel and she says that she has to tell 
Harvey what happened with Louis. Meanwhile, the company that filed the 
patent first offers a settlement agreement of $20 million dollars. Mike finally does 
tell Harvey about what happened with Louis at the club. Afterwards, Mike 
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learns that he landed his first client because Tom has agreed to be represented by 
Mike and Louis.  
Act 4. 
 Harvey and Mike are able to work out a much better settlement deal for 
their client. Harvey does not succumb to the blackmail by the judge and instead 
reveals that he will be investigated for violating the judicial conduct code. Also, 
Louis lied about Mike’s drug test—he really passed it. Mike confronts Louis 
about lying and then reveals that the client, Tom Keller, has agreed to be 
represented by Harvey and Mike not Louis.  
Episode 3: Inside Track. 
Act 1. 
 Mike and Harvey are dealing with Harvey’s longtime client, a car and 
engine company, after the CEO has passed away. The new CEO informs Harvey 
that he wants to move the company overseas and sell the land the factory sits on. 
Harvey is less than thrilled and tells Mike to begin searching the by-laws to get 
rid of the new CEO. 
Act 2. 
 Louis informs Mike that it is his turn to host the associate dinner and gives 
him his food demands. Mike has checked the by-laws and the board can’t vote in 
the CEO until Thursday. However, Harvey is having a difficult time finding a 
viable CEO candidate. Mike suggests Dominic, the head of production, even 
though he does not like Harvey. But Harvey’s boss, Jessica, realizes that he is 
getting too involved with this case. She tells him to back off and just close the 
deal.  
Act 3. 
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 However, Harvey will not back off and convinces Dominic, the head of 
production to throw his name to become the CEO. That night, Rachel helps Mike 
plan his associate dinner and brings him to a swanky restaurant. But Mike, 
Harvey and Dominic are surprised when they learn that the interim CEO 
changed the time of the board meeting so he could be sworn in. He then fires the 
firm and Dominic. 
Act 4. 
 Mike double checks the by-laws again to see if he can find a loophole. But 
Harvey has another plan—he convinces a hedge fund owner and car enthusiast 
to put in an offer to the board to buy the company. The board accepts this. Thus, 
the company stays in the U.S. and Dominic is appointed as CEO. Also, Mike’s 
rookie dinner is a success and Harvey covers the tab for him.   
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Appendix B: Reliability Analysis 
 
 
 
 
“Reliability refers to the extent to which an instrument consistently 
measures what it was intended to measure. If the measure has strong reliability, 
then you should get similar results every time it is administered.” (Bui, 2009, 
p.149) In this study, four USA Network shows were observed to determine if 
they contained certain characteristics that belong to Blue Sky component of the 
Characters Welcome brand. In total, twelve episodes were screened. However, to 
check the reliability of this study, only the first four episodes, one from each 
show, were used. To address this, an additional coder was trained to administer 
the test for the Blue Sky component using the same measurement procedures as 
the first coder.  
Each episode was broken down into the four-act structure which is used 
in typical one hour-long television drama series and is the formula writers use to 
develop storyline of episode (Douglas, 2011, ¶ 7). Throughout each episode, 
seven variables were noted and used for analysis of the first component, Blue 
Sky, of the Characters Welcome brand. First, in variable 1 and 2, it was decided 
whether a scene took place outside or inside. The number of scenes that took 
place outside or inside were counted for each act. Variable 3 and 4 dealt with 
whether a scene took place during the day or at night. These variables were 
answered with a yes or no. Variables 6 and 7 dealt with the weather throughout 
the episodes. Variable 6 noted if it was sunny or clear. While Variable 7 noted if it 
was rainy. Both, 6 and 7, variables were answered with yes or no. Finally, the 
shots of each city, where the series takes place, were counted during each act. 
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 To measure the reliability of this study, the results from coder 1 and coder 
2 were compared. Furthermore, the common inter-coder reliability 
measurements, Percent Agreement, Scott’s Pi, Cohen’s Kappa and 
Krippendorff’s Alpha, were all used to measure the reliability of the test for this 
study. Below are the results for each coder (1 & 2) from watching the four 
episodes and the results of the reliability measurements for each series.  
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Psych 
 
 
Coder 1        
Episode 
1 
Outside Inside Day Night Sunny/Clear Rainy Shots of 
Santa 
Barbara 
Act 1 4 1 No Yes  Yes  No 0 
Act 2 5 7 Yes  Yes  Yes No 2 
Act 3 2 4 Yes  No Yes No 3 
Act 4 1 5 Yes  No Yes No 3 
 
 
Coder 2        
Episode 
1 
Outside Inside Day Night Sunny/Clear Rainy Shots of 
Santa 
Barbara 
Act 1 3 1 No Yes  Yes  No 0 
Act 2 5 7 Yes  Yes  Yes  No 2 
Act 3 2 4 Yes  No Yes  No 3 
Act 4 1 4 Yes  No Yes  No 3 
 
 
Psych Reliability Analysis Results: 
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Burn Notice 
 
Coder 1        
Episode 
1 
Outside Inside Day Night Sunny/Clear Rainy Shots 
of 
Miami 
Act 1 3 3 Yes No Yes  No 6 
Act 2 6 6 Yes No Yes No 4 
Act 3 4 2 Yes No Yes No 1 
Act 4 4 5 Yes Yes Yes No 5 
 
 
Coder 2        
Episode 
1 
Outside Inside Day Night Sunny/Clear Rainy Shots 
of 
Miami 
Act 1 3 3 Yes No Yes  No 6 
Act 2 6 6 Yes  No Yes  No 4 
Act 3 4 2 Yes No Yes  No 1 
Act 4 4 5 Yes Yes Yes  No 5 
 
 
Burn Notice Reliability Analysis Results: 
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Necessary Roughness 
 
Coder 1        
Episode 
1 
Outside Inside Day Night Sunny/Clear Rainy Shots of 
Long 
Island/NYC 
Act 1 6 6 Yes Yes Yes  No 4 
Act 2 3 10 Yes Yes Yes No 7 
Act 3 5 4 Yes Yes Yes No 1 
Act 4 6 2 Yes Yes Yes No 2 
 
 
Coder 2        
Episode 
1 
Outside Inside Day Night Sunny/Clear Rainy Shots of 
Long 
Island/NYC 
Act 1 5 8 Yes Yes Yes  No 4 
Act 2 4 8 Yes Yes Yes  No 7 
Act 3 5 4 Yes Yes Yes  No 1 
Act 4 6 2 Yes Yes Yes  No 2 
 
Necessary Roughness Reliability Analysis Results: 
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Suits 
 
Coder 1        
Episode 
1 
Outside Inside Day Night Sunny/Clear Rainy Shots 
of 
NYC 
Act 1 3 16 Yes No Yes  No 4 
Act 2 8 15 Yes No Yes No 7 
Act 3 2 5 Yes Yes Yes No 1 
Act 4 0 5 No No N/A No 2 
 
 
Coder 2        
Episode 
1 
Outside Inside Day Night Sunny/Clear Rainy Shots 
of 
NYC 
Act 1 3 16 Yes  No Yes  No 4 
Act 2 8 16 Yes  No Yes  No 7 
Act 3 2 4 Yes Yes Yes  No 1 
Act 4 0 5 No No N/A  No 2 
 
 
Suits Reliability Analysis Results: 
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 Following the reliability measurements, it is evident there is a high 
reliability for majority of the tests. In total, there were twenty-eight variables and 
out of that total, twenty-three variables between coder 1 and coder 2 had 100% 
agreement, which also resulted in a 1 for Scott’s Pi, Cohen’s Kappa and 
Krippendorff’s Alpha. Only five variables had less than 100% agreement and the 
only discrepancies arose from variable 1 (outside scenes during episodes) and 
variable 2 (inside scenes during episodes). To increase the reliability in variables 
1 and 2, more training could be needed for the second coder to better understand 
the content analysis. Additionally, more specific or thorough definitions of what 
constitutes when a scene takes place outside or inside. However, given the 
results of the reliability analysis, it suggests there is a relatively high reliability 
for this study.   
 
  

